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Hitch your wagon to a STAR 


HE brightest constellation in 
the paint firmament— 
Rogers! A name that has 


swept across the horizon and won the 
greatest public reception in paint his- 
tory. A name that stands for known 
quality—widest public acceptance— 
and quick turnover. Put your paint 


stock under this fast-selling name. 
Hitch your paint sales to Rogers, the 
advertised leader—and watch your 
profits soar! Ask us about the Rogers 
dealer plan that is enabling hun- 
dreds of dealers to make maximum 
profit from minimum investment. 
Write at once for full details. 


DETROIT WHITE LEAD WORKS 
DETROIT, MICHIGAN 





EGGERS 


MAKERS OF HIGHEST GRADE PAINTS, VARNISHES, COLORS, 


LACQUERS 














MDCCCXLVII 





THE YEAR OF WONDERS 





1847 — California cele- 
brated her first Thanks- 
1847 — The 
widespread use of electric- 
ity was made possible by 
the discovery #' 


giving Day. 





of the process of insulating 
wires. 1847— Dr. Alexan- 
der Graham Bell, inventor 
of the telephone, was born. 
1847— Experi- i 
mental electric lights were 
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8 
oy ISTORY has a quaint 
H way of throwing confetti 
“3 at the years when Major Gen. 
os So-and-So had the fortune to 
ee win a battle . . . the years that 
count are not the tinseled dates 
os of politics and battle, but the 
ef simpler years when men were 
born, inventions and events 
oy occurred, that make our daily 
o life as rich and pleasant as 
it is. . . . Those are the 
milestones to remember. . . . 


® 


struction of the Niag- 
ara Suspension Bridge 
was authorized. 1847 — 
Banknotes with silk thread 
paper and longer life and 





=... 
Bitse 


serviceability were first 








issued. 1847— The Capitol at Wash- 
ington, D. C., abandoned sperm oil 
lights for gas and became famous as 
perhaps the best illuminated building 
in the world. 


exhibited. 1847 — Abraham 
Lincoln was elected to 














Congress. 1847 — The con- 


%3 
: And what a year 1847 was! 
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oFind ever since that year of years 


1847 ROGERS BROS. 


Silverplate has been 


on the tables of America’s first families 


and on the counters of America’s 


foremost silverware merchants ! 


Along with all the other wonders of that 
magic year of 1847, this famous silverware 


has rained its influence through the years. 


For in each of the eighty and more years 


since, 1847 Rocers Bros. has rooted itself 


more deeply in the esteem of the housewives 


of America. 


And in each of those years, it has brought 
increasing profits to the silverware mer- 
chants. For fast turnover, liberal margins 
and ever-deepening good will have made it 
year by year a bigger, better line to feature 
in your store.... And fis year of 1928, 


there is a greater story yet to come. 


‘1847 ROGERS BROS; 
; SILVERPLATE re 


SALESROOMS: 


CANADA: INTERNATIONAL SILVER 


NEW YORK, 


COMPANY 


CHICAGO, SAN FRANCISCO 


OF CANADA, LIMITED, HAMILTON, ONTARIO 
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The Splice 
Locks The Joint = 


OTH ends of every piece of Cannon Ball Door 
Track button onto rivet heads inside the splice. 
The heads of the two big, heavy rivets that fasten 
the splice collar to the bracket fit into slots in the end 
of the track. Both ends of every piece of track are held this 
way. This holds the track tight. It can’t slip; it can’t twist 
out of line; it can’t budge. 
_ = s only one of a dozen reasons why Cannon Ball Beats 
"Em 


This sturdy track is made of the stiffest kind of 13-gauge steel. 
It’s round; the ball wheels have an even bearing on both sides 
of the track no matter how the building sags or settles. 


And there’s no gutter in the track and no flat tread where dirt, 
dust and rust can gather and pile up to clog the hangers. They 
all rattle out through the hanger slot. The track is self-cleaning. 


Builders like Cannon Ball; it’s so easy to hang. Users know 
the rest of the story. That’s why they ask for Cannon Ball. 
TRACK IN ALL LENGTHS 


Brackets for sidewall or ceiling. Single or parallel track. Storm 
cover if desired. Special hangers, complete sets or parts, for 
garage doors. 


Hunt-Helm-Ferris & Co., Inc. 


Albany, N. Y. HARVARD, ILL. San Francisco, Cal. 
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Here is one of Dan’s 
STILLSONS 
that’s 37 years young 





DAN STILLSON 


Look at these teeth ' 





and that straight bar 
(... Never mind the trick handle) 


W. V. Robbins of Magna, Utah, sent | 
us this husky veteran, a 10-inch Wal- i 
worth that is still full of fight after 37 5 
years of trouble-busting. 


Mr. Robbins inherited it from his 
father’s plumbing shop and used it in 
inspection work on locomotives for 20 
years or more. 


The handle seems to be a contrivance 
of his own which has grown old grace- 
fully with a slight list to port. Notice : 
the teeth, ,though, and the. youthful : 
straightness of the bar. That is the kind j 
of lasting strength you can count on get- 
ting in any wrench of any size that 
carries Dan Stillson’s own trademark— 
ee eee eee STILLSON—forged in a diamond on the 


wrench after 37 years service a 
top jaw. 


WALWORTH 


Walworth Company, General Sales Offices: 51 East 42nd St., New York 
Plants at Boston, Mass.; Kewanee, Ill.; Greensburg, Pa., and Attalla, Ala. 
Distributors in Principal Cities of the World 


Walworth Co., Limited, 10 Catheart St., Montreal, P. Q. 
Walworth International Ce., New York, Foreign Representative 
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FOR SPRING SALES! STOCK THIS 


NEW DISSTON HAND PRUNER LINE 


High in quality. Low in price. At last a real line of Hand Pruners 
at a price within the reach of all. 





Disston No. 105—Vineyard Pattern 
(Nickel Plated) 

No. 205—Same as No. 105 except 
Black Finish 





Disston No. 104—California Pattern 
(Nickel Plated) 

No. 204—Same as No. 104 except 
Black Finish 





Disston No. 103—Clinch Pattern 
No. 203—Same as No. 103 except 
Black Finish 


6 


« 


Blade and Hook of Disston Steel, 
hardened and tempered, and care- 
fully ground. 

Handles of pressed steel are light, 
yet strong and durable. They are 
knurled to give a firm grip. 

Blades are fastened to the handles 
with two nut rivets. In addition, the 
blades extend down into the handles 
and the centre bolt extends through 
blade and handle. This is a perma- 
nent, positive lock for the blades. 

A lively volute spring that gives 
quick and positive return. 

No wide variety to carry in stock. 
Just three patterns that are popular 
and sell quickly. Ask your jobber or 
write us. Remember! They are a 
low-price, quality line. 

Disston’s complete Pruning Line 
brings profits to dealers who con- 
centrate upon it. Order now. 

Your regular jobber can fill your 
order promptly. 





A REAL SERVICE 


A real sales maker. Tells the 
difference between different saws; 
what saws to use for each job; illus- 
trates and describes the popular 
Disston hand saws and saws for 


special uses; 
Good Work 


tells -how to 
begins 


select a saw, 
with the 


how to care 
Saw 


for them, and 
contains a 
page of use- 
ful general 
facts. 

We will 
furnish you a 
quantity of 
these book- 
lets imprinted 
with your 
name for di- 
rect mail or 
counter dis- 
tribution. 

No cost to 
you, — just 
mail the cou- 
pon stating 
the quantity you can economically 


use. 








The New Disston 
“Good Work” Booklet 





4 IMPROVEMENTS IN 


THIS NEW SAW FILE 


Faster, easier and more 
accurate saw filing now 
made possible. 


A new file—designed and 
made by Disston after a long 
study of the features the aver- 
age man needs in a file to prop- 
erly sharpen his saw. 

1st—It is a special cut for 
saw filing, giving plenty of bite, 
yet cutting smoothly and last- 
ing a long time. 

2nd—It is extra-slim, enabl- 
ing the user to see just where 
and how the file is cutting. 

3rd—It is blunt, insuring 
accuracy in unskilled hands, 
because there is no taper to 
require that expert “rocking” 
motion and less effort is re- 
quired to use. 

4th—It is made of Disston 
Steel, hard, tough and strong. 
It outlasts two ordinary files. 


; Henry Disston & Sons, Inc., 
Dept. 1, Philadelphia 


Please send me free...................... 


(how many) 
tee Wet a ssi. Counter distribution..................0.0........ 
(Check how) 
! TR iain sic iaN ies Aa aac AE cose dnbannenccendla ape stanoretse esgbelpetannsobssesphipaastesseoes 
! I oa A 6s bg oe a ROL REM tas cdo go ceipediscereeders As 


SM a i iii ines iecasectintlpsios 





ASCOTLAND MEMBER 





WM. GRIERSON 
Mr. Grierson is one of the many mem- 
bers of the Disston 25-Year Club from 
foreign lands. He represents The “(Hamp- 
den” Tool Store of Glasgow, Scotland, 
and is an enthusiastic booster for Disston 
products. 





TODAY’S BIG SELLER 
THE DISSTON 
LIGHTWEIGHT SAW 


On every thrust—on every pull 
stroke — it saves strength. Yet it 
cuts as fast and as clean. That is 
why saw users are turning to 
Disston Lightweight Saws for the 
sawing they do today. 

That is why this modern type of 
saw is now the big seller wherever 
it is shown. 

Alert dealers are making saw 
sales to men who have full kits 
already—just by showing the Light- 
weight Saw. 

For building methods have 
changed. There is little heavy saw- 
ing to do. And here is a Disston 
Saw—the same easy-running, fast- 
cutting, well-balanced saw that car- 
penters have always used— with a 
narrower blade, with much of the 
weight removed. No wonder it sells! 


A new saw: market —the Light- 
weight Market—is right at your 
doors. Order Disston Lightweights 
from your jobber today. Made in 
all standard numbers: No. 12, D-23, 
D-8, No. 16, No. 7, etc. 





Shaded portion of blade shows the difference 
in width between a regular Disston De8 and a 
Lightweight D-8. 


Published by HENRY DISSTON & Sons, INC., Makers of “The Saw Most Carpenters Use,"” PHILADELPHIA, U. S. A. 
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Winter drivers 
are changing to this better 
protection 


EVEREADY Prestone has had a 
great reception by motorists every- 
where, and is gaining converts 
steadily. Motorists recognize it 
as the one perfect anti-freeze. 

If you haven’t already stocked 
up with this perfect anti-freeze 
do it right away. Profitable sales 
will continue through the winter. 
What Eveready Prestone is 
Eveready Prestone is the only 
product on the market that meets 
all the specifications made by the 
U.S. Bureau of Standards for ‘“‘an 
ideal anti-freeze.” It is not a solu- 
tion or a mixture. No alcohol. 
No glycerine. It is a distinct chem- 
ical compound without any of the 
disadvantages of ordinary solu- 

tions or mixtures. 


Permanent in protection 
Eveready Prestone will not boil 


off. If the customer has the circu- 
lating system of his car-gone over, 


making sure that all joints are 
tight and that there are no leaks, 
one supply of Eveready Prestone 
can be depended upon to last all 
winter with no replacements or re- 
plenishments, except to add water. 


Economical to use 


The fact that it lasts all winter, 
that it positively will not boil 
away, and that it is entirely safe 
and perfectly harmless makes 
Eveready Prestone an economical 
investment for the motorist. And 
he can be certain he is getting the 
most dependable protection. 

Get a supply of this perfect anti- 
freeze now and share in the profit- 
able winter business it has created. 

Manufactured for 
NATIONAL CARBON CO., Inc. 
New York San Francisco 
Atlanta Chicago Kansas City 

by CarBipe AND CARBON CHEMICALS 


CORPORATION 
Units of Union Carbide and Carbon Corporation 





The perfect anti-freeze 


EVEREADY 
PRESTONE 


(ETHYLENE GLYCOL) 


covered t I 


». Patent 1213368 








Petre 


WARES Soak 


sania 











HARDWARE AGE for FEBRUARY 9, 1928 








Get Ready Now--- 


for the Big Selling Season 
--- Just Ahead! 


big buying months in the billion-dollar 

a industry are Ben around the = 

0 en everywhere are getting ready 

for the pun! ome season. They have the “buying 

mind,” these poultry raisers. They’re in the mar- 

ket for Poultry Fence—and for the score or more 

other poultry necessities sold by you and your fel- 
low dealers. 


Today in your trade territory there are scores 
of potential buyers figuring their — netting 
requirements. Tomorrow they will buy. 


And, U. S. Poultry Fence, this season, as in the 
past, will be first choice with poultry raisers every- 
where. Here, for the first time, is a netting buyers 
ask for by name. They know by experience that 
it is the only netting which fulfills every require- 
ment of modern poultry raising. 

They know it is the only netting which 
stretches straight and true from post to post under 
even tension. 








They know it is the only netting which can 
be taken down and put up again and again with- 


out bagging or sagging. 
They know it costs less “put up” and 


longer years of satisfactory service. They 
come to demand it; nothing else will do. 


ives 
ave 


Now is the time to prepare for this profitable 
business. Let us urge that you check your stock 
of U. S. Poultry Fence! See that you have ample 
supply to meet the demand! Then make a drive 
for the poultry netting business in your territory! 
Timely advertising, window displays and aggres- 
sive merchandising will bring new customers into 
your store and put money in your cash register. 


If you are one of the remaining few who are 
not already “cashing in” on the demand for U. S. 
Poultry Fence, now is the time to start. Be sure 
to specify U. S. Poultry Fence--not just “poultry 
netting.” It costs no more. 


Indiana Steel & Wire Company, Muncie, Indiana 





“The Wetting Skat Stands 


The quickest and surest way to convince yourself 












INDIANA STEEL & WIRE CO., 
Dept. HA MUNCIE, INDIANA. 


of the superiorities of U. S. Poultry Fence, is by act- 
ual comparison! Send today for a miniature sample 
roll! See for yourself why U. S. Poultry Fence is set- 


Send Free Sample Roll of U. S. Poultry Fence and name 
of nearest Jobber. 











: ting new records for sales and profits wherever poul- 3 “*™0-------------------------nn-- orn 
try netting is used! Fill in the coupon at the right : Street Address_------------------------------------.e-- 
or just pin it to your letter-head and mail! ES Ce eae 
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HERE ARE ITS 
SALES FEATURES 


Cc. C. S. Bottle Caps are 
made by the company that 
originated them. 


Every cap uniform and per- 
fect—means repeat business. 


Every cap clean and sani- 
tary — means perfect satis- 
faction to your customers. 


Packaged in convenient, at- 
tractive cartons, easy to 
handle—easy to sell. 


A profitable line for the 
neighborhood grocer or 
hardware store. 


Small stock and quick turn- 
over. Backed by the service 
and the reputation of a 
world wide organization. 


—— 


CROWN CORK & SEAL CO., 
Baltimore, Md. 


Gentlemen—Mail me special proposition, 
samples and prices on C. C. S. Home Use 


Bottle Caps. 





OTTLE Caps were origi- 


ie 
Sher Quality in 
BOTTLE CAPS 


” HOME USE 





Ware 


SNA 








nated and manufac- 
tured by the Crown Cork 
and Seal Company—whose 
reputation for quality has 
built the largest business of its kind in the world—are now being 
packaged and sold in grocery and hardware stores throughout 
the country. 


In thousands and hundreds of thousands of homes, caps are in 
demand for use in sealing home beverages. 


This market — and thorough investigation shows it to be a tre- 
mendous one — is readily accessible to an article which possesses 
the selling advantages of C. C. S. BOTTLE CAPS. _ 


Packaged in attractive cartons for convenient retailing, they are 
also available in bulk packages containing 50—100—200 gross 
each. The small package for the trial buyer. The one gross car- 
ton for the large user. 


They -are being advertised to and sold by retail stores thruout 
the country. You will readily appreciate the sales possibilities of 
this product to your trade. It is an article for which there is an 
immediate demand. Behind it are the resources and reputation 
of an internationally known organization. 








stock of fast moving staples. They sell and 
return you an unusually attractive profit. co 


? Add C.C.S. and Home Use Bottle Caps to your 
of 
Send Coupon for Special Proposition. 


CROWN CORK & SEAL CO. 





BALTIMORE - MARYLAND 








| 
| 
| Original Manufacturers 
| 
| 
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Osborn Improved 
Wall Brush 


Soft bristles—easily removes surface 
dust without injury to walls— 
54” handle. 


Other Osborn Blue Handle 
Brushes: 


Refrigerator i Vegetable Brush 


“Due 
Radiator Brush t Pan Brush 
Split Hand Duster 
Floor Duster Sanitary Bowl Brush 
Pan and Pastry Brush 
Percolator Brush Bottle Brush 


— 


WEARING BRUSH FOR EVERY USE 








The bright blue handles of Osborn Household Brushes lend an 
effective note of color to your countér and window displays. 


And this is also true of homes where they hang in orderly array 
against a background of spotless enamel or white tile. 


Display the Osborn Line of Household Brushes where women 
can see and handle them. Every brush is thoughtfully designed 
and carefully made to do its particular job better and longer. 


They enable you to offer, at considerably lower prices, a line of 
brushes higher in quality than those carried by house-to-house 
canvassers. 


JHE OSBORN MANUFACTURING LOMPANY 


5401 Hamilton Ave. Cleveland, Ohio 


Branch Offices: 
New York Detroit Chicago 
San Francisco Los Angeles 

















HARDWARE AGE for FEBRUARY 9, 1928 








Their Preference | 
is Your Profit / | 


MRARM AD 


IT buyers know Irwin value. 
They know that Irwin Auger 
Bits have the “stuff’ that enables 
them to do their work faster, 
easier, better. They demand 
Irwins and get them. 


This multitude of bit buyers is 
ready to move Irwins off your 
shelves. Their preference will 
build profits for you. It will save 
your time and that of your clerks 
in making sales, for you don’t 
have to sell them — they are 
already sold. 


Quick turnover — complete lines 
to meet any need—plus known, 
tangible value that is worth on the 
market just what your inventory 
shows. 


THE RWIS AUGER BIT CO. 
m, 
“Largest Makers se Wood-Boring Tools in the World’ 


European Agents: Markt & Hammacher 
193 West Street, New York City 


IRWI 


TelRWINBt 


REC. US. OAT OFF 





























































= as announced last month 


WINCHESTER 


TRADE MARK 


STAYNLESS 


CENTER FIRE CARTRIDGES 


—give you an outstanding opportunity in 
ammunition sales. Sportsmen naturally 
prefer a cartridge which can neither 
rust nor pit their rifle barrels. Our new 
non-corrosive Center Fire Cartridges will, 
therefore, receive as wide and as hearty a 
welcome as our Staynless Rim Fire Car- 
tridges which proved so popular last year. 



















WINCHESTER 


TRADE MARK MADE IN VU. S.A 









a 
FA © Eur? 
42OS Ze 


POINT 
NCHESTER SOF ties 


TER mA 





AVAILABLE IN 
E OF THE POP- 
@R CARTRIDGES 









t month we an- 
bunced Winchester 
aynless Center Fire agg 


artridges in 25 of the WINCH, EY. TER STAYNLESS 


ost popular calibers. © CENTER FIRE CARTRIDGES 

dditional cartridges —a logical result of the demand our small-bore , 

mee now heen added. Still Staynless Cartridges created for Winchester 
s ‘ ‘ non-corrosive cartridges of larger size. Winchester 

her sizes will be added has met this demand and we have added, this 

til all of the standard month, additional cartridges to the list of Staynless - 

enter Fire calibers are in- Center Fire Calibers previously announced. 


uded in the Winchester WINCHESTER STAYNLESS 


aynless line. These new car- RIM FIRE CARTRIDGE Ss 
dges will replace our previous —the first cartridges brought out with our Staynless 
rtrid idl h non-corrosive priming have fully demonstrated that this 

1dges as iii y as they come priming involves no sacrifice of former shooting qualities. 
eto production. Now available in a complete .22 caliber line. 


he tide is steadily swinging to WINCHESTER LESTAYN 
Dn-corrosive ammunition. Offer RIM FIRE CARTRIDGES 


ior cometinees tlie cldaioe Winches —another complete line of .22 Caliber Rim Fire Cartridges, 
‘ i loaded with Lesmok powder for accuracy and primed with 

7 dependability in this new type of our non-corrosive mixture which reduces rusting and pit- 
ttridge. Stock Winchester Staynless ting to the minimum. (This does not include Precision 
75 and 200.) Stock all three of these new lines and use 


Mmunition and give them the assurance _— ' 
at goes with th we h the non-corrosive idea, backed by Winchester prestige, 
8 s a to set up a new record in your ammunition sales. 


INCHESTER REPEATING ARMS CO., New Haven, Conn., U.S.A. 


* 
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Our new 2-in-1 hanger—a 
ting combined with a hook 
for attachment to a cord, 
pocket, buttonhole or belt 
and at many points on an 
automobile. Convenience 





Ulf 
—S 
€ 








BATTERIES TOO 
Radio “B’s” and “'C’s” as 
well as flashlight unit 
cells. “The Better Bat- 
tery” as you'll agree when 
customers come back for 
more. 





HOW this new, improved line 

of flashlights and batteries— 

tell your customers that they bear 

the name Barney & Berry (fa- 

mous for their ice arid roller 

skates)—and you'll find it easy to 

arouse the buyer’s interest and to 
liven up your flashlight sales. 


You can, for one thing, demon- 
strate the new 2-in-1 hanger 


(shown above). You can demon- 
strate the convenience and effi- 


multiplied. 


FLASHLIGHTS & BATTERIES 
RADIO BATTERIES 


ciency of the positive, easily 
operated “switch; the non-rolling 
lens cap; the bevelled plate glass 
lens; the polished silver plated 
reflectors, covered with transpar- 
ent lacquer that protects them 
from tarnishing and finger marks. 


All focusing lights have a sim- 
ple, springless focusing adjust- 
ment, that will not get out of 
order and each is tested for per- 
fect spotting. 


We shall be glad to furnish you full information on this line. Manu- 
factured in black-metal or nickel-plated finish and in 17 styles and 
sizes as illustrated above. Write for details, giving us your jobber’s name. 


Walden Cutlery and 
Tools—Hendryx 
Fishing Tackle 


& BERR 


Barney & Berry Ice 
and Roller Skates, 
Flashlights, Batteries 


NEW HAVEN, CONN. 
U. S. A. 
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The open doors—bring the com- 
forting glow of the fireplace with 
many times the heat circulation. 
Burns any kind of fuel—large 
feed door takes big chunks of 
wood or soft coal. Vitreous 
enamel finish in handsome de- 


sign. 


The Rock Island Fireplace Radiona—is the kind of eye attracting mer- 
chandise that lifts any stove department to new sales heights. 


It meets the modern idea of beauty in home furnishings—plus the best 
heating features ever incorporated in a cabinet heater. The new buyer of 
a home heater just can’t resist the appeal of the Fireplace Radiona—while 
those whose homes are equipped with less modern.heaters are equally 
eager to own this advanced heating appliance. 


A tremendous demand awaits the dealer with the Fireplace Radiona 
Franchise. An immediate inquiry may secure this valuable line for your 
community. Write or wire. 


ROCK ISLAND STOVE COMPANY 
ROCK ISLAND, ILL. 


RADIONA 


THE MODERN HEATER fr ALL HOMES 
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This is not the type of man who reads the 


CLASSIFIED 


OPPORTUNITIES SECTION 


The energetic young man above may be a clerk, 
resting up after a hard evening in society. Or, 
he may be a “rising” young dealer who has not 
yet started to rise. At any rate, he is not the 
type of man who reads and uses the Classified 
Opportunities Section. 


If you are looking for a wide-awake clerk, a 
top-notch traveling man, a business man with 
money to invest, or a hardware dealer who is. 
in the market for another store—use the 
Classified Opportunities Section, because these 
are the very men who read it weekly. 


ces eas ws oa 


Wise Dealers 
Read and Follow 




















HARDWARE AGE 


239 West 39th Street New York, N. Y. 
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Regular Cabinet 


——_==— 


Electrician 


Machinist 


CHAMPION 


Screw Drivers 


The standard screw drivers for nearly half a cen- 
tury. 


Blades are forged from the toughest steel, tem- 
pered exactly right and shrunk securely into a 
solid malleable bolster. See phantom cut. This 
bolster rests in a heavy ferrule, while the tang 
(which forms a part of the bolster) enters and 
passes nearly through the handle. 


This strong blade can never work loose or turn 
in the handle, and every blade is tested to split 
a screw head. Sizes from 114 inch to 30 inch 
blade lengths. Packed one-half dozen in box. 


Please order from your Jobber.’ If he cannot 
supply you—then write to us and we will refer 
you to the nearest jobber who will. We pro- 
tect our jobbers. . 





(HARDWARE COMPANY 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN., U. S. A. 
New York Office: 151 Chambers Street 
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No. 1—DIRECT ACTION 
No, 2—CLARK JEWEL 
No. 3—NEW PROCESS 
No. 4— QUICK MEAL 
No. 5—DANGLER 





HIGH-SPEED 


OIL BURNER 
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NAME means nothing unless it is associated 
) with something. “Lorain” as a mere name means 
little. Yet when you apply the name “Lorain” to oil 
cook stoves it means that you have designated the 
finest, most popular, most efficient oil cook stoves 
available Today because they are equipped with the 
famous Lorain High Speed Burner. 


LORAIN means that the burn- 
er brings the flame in direct, 
wide-spread contact with the 
cooking utensil. 


LORAIN means that the heat 
is of the greatest intensity. 


LORAIN means that the burner 
is most simple in construction— 
is economical in its use of fuel 
—and that it does not smoke. 


LORAIN means that the flame 
is clean, clear blue—and prac- 
tically odorless. 


LORAIN means that the wicks 
give service for a surprisingly 
long time. That they seldom 
need trimming—that they 
never stick. 


LORAIN means that the stove 


is handsome, strong, and 


durable. 


LORAIN means that you won’t 
lose your good profits making 
a lot of free repairs and adjust- 
ments. 


Lastly, LORAIN means an oil 
cook stove that’s easy to sell. A 
few samples on your floor for ex- 
amination plus simple demon- 
strations to clinch sales—that’s 
a correct picture of the begin- 
ning of a real oil stove business 
because additional sales of 
Lorain Oil Burner Cook Stoves 
are easy to make after you have 
made introductory sales. Rath- 
er good, eh? Dealers now selling 
LORAIN knowit’s good. Sowill 
you after you’ve talked to one 
of our sales representatives. 


Many famous makes of Oil Cook Stoves are now equipped 
with Lorain High Speed Oil Burners including: 


NEW PROCESS, QUICK MEAL, DANGLER, 
CLARK JEWEL, DIRECT ACTION. 


AMERICAN STOVE COMPANY 


St. Louis, Mo. 


"Lorain WeansWhen (plied to Oil Cook Stoves 
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LIONEL 


@ 


LIONEL’S 
Supreme 


Achievement 


Conceived in 1919—Perfected in 1928 











@ 





T the right is a small reproduction of one of the first 
A announcements of the Lionel Bild-a-Loco, which 
appeared in the year 1919, in the February, April and 
May issues of “Playthings”. At that time Lionel manu- 
facturing facilities were so overtaxed by the rapid 
growth in sales of other numbers, that “Bild-a-Loco” 
had to be temporarily set aside. However, the idea was 
continuously developed and improved by Lionel én- 
gineers, until now in 1928 Lionel presents the perfected 
result of what was originated first by Lionel in 1919. 











Visit America’s Most Unique Showroom 
Packed complete in attractive box, with manual; 


Lionel’s permanent Toy-Fair is a spacious and authentic | 2 peatip arate, 
Railroad Terminal. Here is displayed the great 1928 beacon ace lets oes Sa 
The Lionel Corporation, 48-52 East 21st Street, New York City 


Lionel Line, with many new numbers, improvements 
and refinements. Here are countless merchandising sug- | —]|I OEE STARING 
gestions of interest to every Toy Buyer. eee Rae 3 

















THE LIONEL CORPORATION, 15-17-19 EAST 26th ST., NEW YORK, N.Y. 
“STANDARD OF THE WORLD SINCE 1900” 


[IONEL cs TRAINS | 











“MULTIVOLT” TRANSFORMERS 
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_ LIONEL 











LL that the name implies,—a locomotive that the boy can build and take 

down in a jiffy. And more! —a locomotive that contains the famous, pow- 

erful Lionel Super-Motor. A locomotive that in Beauty, Durability and Flaw- 
less Operation-expresses LIONEL QUALITY through and through! 

Made in various sizes for both “Lionel Standard” and “O” Gauge Track. 
The powerful motor can be used separately for a dozen special purposes, for 
which extra attachments are supplied with the outfit. The Lionel Bild-a-Loco 
is just what every boy wants,—an endless source of entertainment and prac- 
tical knowledge. 











“STANDARD OF THE WORLD SINCE 1900” 


| PIONEL22TRAING 









“MULTIVOLT” TRANSFORMERS 
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-ARUSSELL 


G R EEN 





CUTLERY 


to be nationally advertised 


We are a company with the courage of our 
convictions. 


For nearly a century we have made good, depend- 
able cutlery. 


We have consistently fought the tendency to use 
cheaper materials and to cut out essential stages 


‘in our manufacturing processes. 


If this policy means leadership in the quality of 
our merchandise, then we are prepared to accept 
this responsibility. 

We realize that the trade is willing and eager to 
sell the best, but the public is sometimes weak 
in appreciation. 

We feel that we must help the trade by educating 
the public through the force of national advertising. 


Through the pages of magazines nearly five million 
families are to be told of Russell dependability 
backed by years of experience, of Russell quality 
which means economy in the long run, and of 
the utility of Russell styling. 


We invite inquiries from the business-building, 
progressive jobber and dealer. 


Our keynote is modern-minded codperation 
backed by a product that is always dependable 
for building good-will and for making real profit. 


JOHN RUSSELL CUTLERY COMPANY 
URN ESS FALSE 8, MLAS 


RIVER 
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O you want to share in the 
$52,000,000 added volume 
that will pour into merchant 
tills this year for kitchen 

wares, equipment and decorations ? 

This is the estimated volume that 
will accrue to merchants who join in 
the effort to change the workshop of 
the home from a whitened sepulcher 
or a dingy work cell, into a room 
where a woman can do her work 
more cheerfully and better with the 
latest labor saving equipment in 
beautiful surroundings. 

This volume will to a large extent 
represent “quiekened”’ sales—in other 
words the vogue of “color” wil! 
hasten the discarding of many articles 
that are dingy but which the house- 
wife thought “will do” but which will 
“not do” at all when she sees her 
kitchen as a beauty spot. 

For instance—the kitchen may con- 
tain a set of the familiar Sugar, 
Flour, Coffee and Tea containers. 
They are dingy ; as most of them are. 
However, they still serve as contain- 
ers and as the kitchen is not much for 
looks she put off replac- 
ing them. 

She sees the color in 
the kitchen idea pre- 
sented in your show win- 
dow. She catches a bit 
of the enthusiasm that 





— 


“Citas 


for you 


= AT THEEND of the RAINBOW 


Color in the Kitchen will bring added Volume of $2 
per home to merchant who pushes color wares, paints 
and kindred merchandise, say sales experts. 


has already stirred thousands of women. She wonders 
if she will like it. It is entirely beyond her means to 
throw out the kitchen equipment and replace it. She 
would not if she could—for she might not like a Dolly 
Varden kitchen. So she tries one item at a time. 

What is more natural for her to try than the purchase 
of a new set of containers in the color she thinks she will 
prefer? And here let us say a word about these con- 
tainer sets. They have been on the market since early 
last fall and some of them are really beautiful, with the 
pale shading over the entire container and the borders 
and trimmings, and letters of the stronger color. 

We have the word of the manager of a large house- 
furnishings store that the sales of these articles have in- 
creased tremendously since he stocked the “Color in 
the Kitchen” patterns. 

Then, of course, cothe the enameled and other metal 
wares to match these containers—if the woman catches 
the idea and most of them will, for, say what you will— 
women do like to work in pleasant surroundings, how- 
ever much they unselfishly deny it. 

These wares, including the electric appliances which 
are being made with beautifully colored handles, will 
run to about $26,000,000 quickened turnover for the 
year—which is an average of $1 a home for every home 
in the United States. It was on the basis of the number 
of homes in the country and averaging the sales in those 
communities where the “Color in the Kitchen” was well 
launched last fall, that the estimate was made. 

It is the belief of the salesmanagers who discuss this 
point, that any hardware merchant who will get behind 
this campaign with displays of the new goods and will 
advertise to attract women to his store to see these dis- 
plays, can estimate his share of the added volume at $1 
per home of his customers. If all the stores of the 
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community make these displays, the individual merchant 
will have a better opportunity of reaching his goal and 
perhaps exceeding it. The more merchandising force 
put behind the movement the more speed it will gain. 

The other part of the $52,000,000 increased volume 
will come from what might be termed kitchen acces- 
sories. We include in this classification brushing lacquer, 
linoleums, curtain rods and poles, laundry hampers, 
stools, step ladders and whatnot. 

Any experienced merchandiser in electrical appliances 
will tell you that his best sales of the large: and most 
expensive percolator sets are made to or because of 
men. 

There is much of the Indian in most men. He likes 
bright and shining things and he likes to give them to 
his wife. In the main, the man’s ideas of beauty in the 
home are much more startling than his wife’s, especially 
in the rooms he does not frequent much. He likes to 
see the table shine and glitter. Many years 
old merchant in a Middle West prairie hardware store 
was asked why he 
hought so freely ot 
the cups and saucers 
with brilliant colored 
hand decorations or 
some of them of solid 
hasically the 
much 


ago an 


colors — 
same as the 
more beautiful Czecho- 
Slovakia wares of tc- 
His reply  stiil 





day. 
lingers: 

“When a prairie 
man gets enough 
money to buy his wife 


a gift she does not 
exactly need, he buys 
some of these for her 
because he wants 
them on the table. He 
enjoys his — chicory 
better if it is served 


in a bright cup, and 
he thinks that his wife 
will, too.” 

And _ right 
the key of the 
in the Home” 
ment, and we believe 
that the “White Kit- 
chen” was never 
wanted; it was mere- 
lv a bit of the veneer 
of civilization put into 
a home where it did 
not belong. The pur- 
was to. teach 
cleanliness. The les- 
son was needed, but it has been accomplished at a ter- 
rible cost on women’s nerves 

The white kitchen and the white bathroom as an idea 
has caused many hours of useless labor which have 
taken a heavy toll from the strength of the women of 
the country in forcing them to keep up an appearance of 


there is 
“Color 
move- 
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cleanliness. These white cells should have been rele- 
gated long ago with the unhealthy mid-Victorian scheme 
of clothing. 

But it was display we were talking about. 

The arrangement of the display will be easy. A 
kitchen cabinet—now made in colors—or a kitchen table 
—also made in colors or easily colored with lacquer— 
is the foundation. Then is added a natural arrangement 
of kitchen equipment. 

Never make a mass display. It is too different. A 
dozen stewpans of a certain size in the gray or white 
were impressive, for they indicated that the dealer had a 
large stock and could supply all needs at any time. But 
a dozen red or green stewpans—think of it! 

Every woman will at once think that every other 
woman in town will immediately be equipped with novel- 
ty stewpans jist like hers and she wants to have some- 
thing new and in a measure exclusive when she buys 
her first one. : 

If the dealer’s stock runs to dining room wares, the 
idea is the same but 
the setting takes the 
form of the dining 
table and its proper 
treatment. 

This “Color in the 
Home” has not burst 
suddenly, as many 
seem to think. The 
present flow of opin- 
ion is merely that the 
various streams of 
particular line effort 
have formed a_ con- 
fluence and the main- 
stream has developed 
what some apparently 
think is an unprece- 
dented flood of mer- 
chandising opportuni- 
ty, while others think 
that, like the Missis- 
sippi flood of last 
spring, a normal state 
of affairs will be re- 
sumed after a while. 

We do not agree 
with this latter opin- 
ion. Things that are 
live. Women 
have for generations 
been held back from 
beauty because of ex- 
pense. Curtain mate- 
rials faded when ex- 
posed to the — sun. 
right colored dresses 
lacked popularity in 
the home because after a few washings, the garments be- 
came nondescript. 

Today’s revival of color is founded on non-fading 
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colors and better manufacturing. It is bringing to 
people who must buy carefully what people who could 


buy at any price have always had. 
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Beaury in the kitchen comes 
when color is properly applied to 
the furnishings and equipment. 
The merchants who foster this 
movement will be doing a great 
good for women as well as pro- 
moting their interests in the sale of 
more merchandise. . 
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Co lor Makes Them Want It 






A”... ~(XUPPOSE we were to come into your 
] store today—in person, as_ the 
a Wii \ movies put it—and say to you: 

| 4 o “Here is a plan that will take 
=i * |*bargains’ and cut prices out of 
' . ~/ your store and put your merchan- 
dise on a real profit basis.” 

Would you welcome us? 
say you would. 

That is what we are offering you—not in the films— 
but in these pages of HARpwARE AGE. We are offering 
to you an idea that will cause the women of your com- 
munity to want certain merchandise so urgently that they 
will forget to look for the lowest prices. They will 
cease to look for the cheapest pot or pan or coffee pot 
but will pick the red one, or the green one and say: 

“IT want that; it just fits into my new plan for a 
beautiful kitchen.” 

Any merchant who doubts that women like beautiful 
things for their kitchens has only to try a simple experi- 
ment. That is to display a few colored articles in one 
window or on a table and then to display some of the 
more familiar wares in the other 
window or on a nearby table and 
watch the result. 

Some intelligence and _ taste 
must be used in the color display, 
for this ware is offered for com- 
bined beauty and utility and must 
be displayed in keeping with the 
beauty side of it. The table cover 
must help to bring out the beauty. 
This ware will add price value as 
it is made attractive. 

One store that has scored 
heavily in the sale of colored 
wares and electric appliances with 
the colored handles uses black as 
the covering for tables and 
shelves, always taking care not 
to make too much of a mass 
display. 

Another store made a special 
display of the electric appliances 
with colored handles and for tables and cases used only 
black and red. The wall cases were black trimmed and 
lined with red plush. The display tables were covered 
with a good quality red table cloths or red plush, accord- 
ing to the nature of the display. The result of giving 
over a section of the floor to this display was that prac- 
tically every woman passing through the store stopped 
to look. 

Do women want these wares? The answer is partly 
given in this item clipped from the Chicago Tribune— 
the society column, if you please: 






We'll 


Pots and pans, egg beaters, baking dishes, and some 
of the delectable new enamelware in shiny red, green, 
and yellow were presented to Miss Beatrice Burnet at 





the luncheon and kitchen shower Mrs. Ralph Chester 

Otis, Jr., (Catherine Crerar) gave for her at the 

latter's apartment at 180 East Delaware place yester- 

day. The affair was one of the parties being given for 

Miss Burnet before her marriage a week from Satur- 

day to Edward L. Hersey. 

Perhaps you—as the merchant advisor of the women 
in your town can start something like this and when the 
item does appear, every woman in town will know that 
the Modern Hardware Co. sold the wedding shower gifts. 

After all, the idea of color in kitchens and kitchen wares 
is not new. Think it over and you will realize that it has 
been coming gradually. There was a time when the say- 
ing was “The pot called the kettle black.””, Any cooking 
appliance might have been used in the place of the pot or 
kettle because appliances that went on the fire were black. 

Then came tin appliances, and how the women did 
scour on them to keep something bright in their kitchen 
utensil rack. In those days there were no handy cans of 
cleanser to assist in cleaning a utensil that had been on 
the flame. The women used wood ashes, scrubbing reeds, 
brick dust and even sand, but chiefly “elbow grease.” 
Many a good woman scoured herself into an early grave 
trying to keep bright spots in her 
kitchen. 

Then, too, those of you who 
are old enough know how greatly 
was prized the bright colored cal- 
endars and even “chromos” that 
were pinned to the kitchen wall 
to give a bit of brightness. 

Then came the enamelware. It 
was something entirely new and 
it required a long time for it to 
find its real place, but eventually 
it did. Gray was the favorite 
cglor—certainly one step in ad- 
vance over the long familiar 
black, cast-iron utensils. Fol- 
lowing came some ware in green 
and white and blue mottled pieces. 
The value of display in merchan- 
dising was making its appear- 
ance Our standards of living 
were improving. 

We came to demand a living plus something else— 
call it beauty or happiness. After all they are the same 
thing. 

Merchants everywhere caught the idea. They began 
changing their stores. People declined to buy merchan- 
dise unless they could see it in good light and in clean, 
bright surroundings. Manufacturers made their mer- 
chandise better and more beautiful. They packed it in 
more attractive packages. They made striking display 
cards to help the merchant with his sale. 

During the last few years display—or beauty—has 
made remarkable advances as a part of merchandising. 

Color in the kitchen is, we believe, another step toward 
a higher living standard and a higher standard in mer- 
chandising. 





























Some 
Fundamentals of 
Merchandising 
Colored Ware 


HERE are fundamental merchandising principles 


which must be applied to every new line of goods. 

Experience will cause you to discard, revise and 
develop these principles. The net result will be efficient 
merchandising. Colored kitchen- 
ware is familiar merchandise 
newly attired. Obviously, this 
new line is destined to play an 
important part in housefurnish- 
ing departments of hardware 
stores, so we have investigated 
the experiences of several mer- 
chants who have already made 
some progress in the retailing of 
colored kitchen-ware. 

Edward F. Daily became interested in colored 
housewares last fall and has had an_ interesting 
experience. Mr. Daily says: “Believing that my trade 
would evidence a specific color preference in the new 
merchandise, I purchased a skeleton line in each of 
the four colors. This included coffee pots, average size 
stew pans, double boilers and a few such items which 
are frequently replaced because of constant use. This 
enabled me to determine the color preference of this sec- 
tion, with small chance of any great loss on merchandise 
investment. Yellow and green are apparently the lead- 
ing colors for this part of Brooklyn. I noticed the pref- 
erence in colored kitchen-ware parallels closely the choice 
for brushing lacquers. 

“My first display of colored ware was on a white 
enameled table. This attracted very little attention, and 
I was unable to interest many people in looking over 
the line even with a direct suggestion to do so. In the 
order named, I tried a background contrast of yellow, 
red, green, orange and finally black crepe paper. Black 
has never been a popular color with me, but certainly 
was the answer to my display problem with the colored 
ware. The black identifies each colored piece and gives 
it prominence. 

“My best entree for this suggested sale of colored 
ware has been with the women who purchase lacquer to 
re-finish kitchen furniture. Since I have been using 
the black crepe paper I have been making quite a few 
sales via this route and have, as I said, discovered a 
local preference for yellow and green. My subsequent 
purchases have been heavier in these two colors. 

“It has been my experience that you must not stress 
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the utilities of colored ware. | made the fatal mistake 
of suggesting that a certain colored stew pan would be 
just as efficient for cooking as the conventional colors 
which I had been selling for many years. My prospects 
went cold immediately, and I could not re-interest them 
in the colored ware. Now I stress ‘a bright spot in your 
kitchen in harmony with its color scheme,’ and | find 
people quickly interested in a sales appeal based on the 
brightness, attractiveness and animation of colored ware. 
In fact, some of the people who went cold on my utility 
talk have since purchased colored ware, prompted by an 
appeal to their appreciation for the finer appointments 
in the kitchen. 

Edward Harris, of Brooklyn, is now associated with 
R. J. Atkinson, N. R. H. A. 
President, having full charge of 
the latter’s very lively basement 
housefurnishing department. To 
— the subject of colored ware Mr. 
4 Harris adds: “Our first hunch 
was to group all colored mer- 
chandise in one part of the base- 
ment. We did this, making a 
‘fine pyramid display which in- 
cluded cutlery, electrical appli- 
ances, glassware and kitchen cooking utensils, all finished 
in the blue, red, green and yellow colors which are in 
vogue today. This grouping in one place appeared to 
be a very sensible method of introducing a new idea to 
our public. We soon found, however, that this method 
gave a riot of color which would not permit concentra- 
tion either on one color or any particular item in that 
color. Therefore the sales did not respond as quickly 
as they should have. 

“We soon corrected this situation by placing the col- 
ored merchandise in each group with the conventional 
kindred items. In other words, our table of electrical 
appliances now includes the regular line of black han- 
dles, red handles, green handles, ete. Our display of 
kitchen-ware includes the gray, white and the four col- 
ors, etc. This arrangement shows the true contrast of 
the colors, brightens up a larger part of the department, 
and permits the customer to concentrate his attention on 
a color and on an item.” 
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P AINTS and lacquers will have 
a prominent part in the merchandis- 
ing for the new and better kitchens 
that are the natural outcome of the 
color movement. Elimination of 
drudgery is the accompaniment of 
changed surroundings in the home 


workshop. 
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Movern housekeeping cona- 
tions have brought the dining alcove 
or breakfast nook into prominence 
and these rooms and equipment 
lend themselves well to the hard- 
ware dealer’s merchandise, because ° 


the new kitchen equipment 1s used 
in informal serving. 
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Glorifying the Kitchen Chair 


One Beauty Spot Will Lead to Many Things in Color 


AINT is a major factor in the Color in the Kitchen 
idea. The Color movement should materially in- 
crease the volume of household size paint packages 
and the popularity of paint for home use should 1n- 
crease the volume of colored kitchen furnishings and 
equipment. The merchant who uses his household paints 
and colored kitchen wares as sales compliments is doing 
wisely. One naturally leads to wide use of the other. 

The quick drying paints 
have worked wonders as to 
the possibilities for kitchen 
decorations more definitely 
than other parts of the house 
because in many homes the 
kitchen could be vacated long 
enough to turn it over 
to the painting job, 
while with some incon- 
venience the other 
rooms could be shut off 
for the required time. 

Now comes the quick 
drying enamels and 
lacquers, which per- 
mit painting of the 
kitchen almost be- 
tween meals — at 
least one coat a day 
and that coat will 
be dry enough when the busy hour comes to 
permit the work to go forward. 

There always has been an effort to decorate 
kitchens. The sale of gay colored shelf papers 
and oil cloth cut for the same purpose is evi- 
dence that most women did not want bare, dull 
shelf edges. Recently, we hear on every side 
the sales of the gayer colors in these commodi- 
ties have increased. This is a definite tribute to the 
tendency toward color in the home—just as the ready 
sale of paring knives, cooking spoons and other small 
articles with color tipped or colored handles indicate that 
women are hungry for bits of color in their kitchen work- 
shops. 

A transformation may be wrought in many kitchens 
by the use of a small amount of paint and it is up to the 
hardware man retailing paint to take advantage of the 
present situation to increase his volume of small sizes of 
paint, brushes and kindred accessories by encouraging 
the movement. A show window that displays a half- 
painted kitchen chair will constitute a definite suggestion 
to many women. 

Have you ever noticed how many dull and drab chairs 
are in use in kitchens? It is a fact, and any hardware 
merchant can prove it to his satisfaction, that a common, 
cheap kitchen chair—so familiar to all who know 
kitchens or furniture stores—may be made a thing of 
beauty easily and without much cost. 

As this is a suggestion for getting in line with the 
Color Merchandising Movement, suppose we give a bit 








A Windsor chair with 


Fig. 1. 
trimming color on edge of seat, 
leg turnings and back 


Fig. 4. 















Common kitchen 
chairs are easily trans- 
formcd by the magic of 
happily chosen and at- 
tractive color schemes 


of special attention to the kitchen chair; some sugges- 
tions for making this necessary bit of furniture into the 
beauty spot of the woman’s workshop and starting her 
to an appreciation of a bright, beautiful kitchen. Other 
color articles will quickly join the chair. 

The first step is, of course, to remove all dust and 
grime from the chair. It is up to the paint dealer to 
suggest that this be done with benzine or gasoline. Dust- 
ing and washing should be done out of doors, preferably. 
If soap is used to clean the chair, special precaution 
should be made to remove all traces of the soap, for soap 
is a solvent and traces of it left on a surface to be painted 
may be very active, destroying the paint. Besides, a chair 
ceaned with water and soap requires much longer to 
dry than one that is cleaned with benzine. 

The color scheme is something that the 
woman must decide for herself. The dealer 
should have available a chart of color com- 
binations for ready reference. There are 
good uses of contrasting colors and good 
uses of related colors. Red and green are 
contrasting colors but often used with ex- 
cellent effect. Olive and orange is a good 
use of blended colors. Blue and pink are 
contrasting colors that cannot be used well 
together. 

On this page are shown some color designs 
that will work out well with chairs. Some: 
times in a completed color design a solid 
color chair is wanted for a particular effect. 
but that is the exception. In the kitchen, the 
best advice is to use two colors on the chair. 
If there are broad, wood surfaces in the 
back of the chair a transfer or decalcomania 
can be used with good effect, either the 
colored sort ot the black silhouette, accord- 
ing to taste. These decorative transfers are 
easily applied and do much to relieve the amateur painter 
of the necessity of working long and painfully to obtain 
a perfectly painted flat surface on a drop leaf table or 
similar furniture. 

If the chair to be painted has a 
rough surface, recommend steel wool 
or sandpaper, and do not forget to tell 
the customer that sandpaper can be 
used more easily and effectively by 
wrapping it around a block of wood of 
convenient shape or in some cases 
around a roll of cloth than in the sheet. 
All sandpapered surfaces must be 
dusted. A, 

New paint can be used over 
old if the surface is smooth and 
it has been properly cleaned. 












Fig. 2. By the use of brushing lacquer 

and a new covering for the seat, this old 

chair was converted into a _ distinctly 
modern piece 
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Cotor combinations are some- 
times employed for attractive set- 
tings, but by the careful shading of 
the chief color, the same effect ts 
often obtained. A single color in 
shadings also simplifies the buying 
of the equipment to carry out the 
scheme. 
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ou Can Get it in Color 


» ISS Katherine A. Fisher of the Good Housekeeping Institute has been active in 
L advising manufacturers and others in the development of the 
Miss Fisher has commended Harpware Ace for the effort to bring about 


movement. 


a better understanding among merchants through publication of this section. 
Miss Helen M. Whitson of the Institute was obtained. 


Miss Fisher this article by 


“Color in Home” 


Through 


It discusses from the standpoint of the consumer the general color movement and asks 
cooperation and understanding on the part of the consumer. 


WAND of color has passed over the whole house 
and has even penetrated to the kitchen! Shop 
windows are brilliant with devices and equip- 
ment—no longer in the conventional white, but 
in gay reds and yellows and greens. And scarcely a day 
passes at the Institute that does not bring new messages 
from manufacturers of many kinds of household equip- 
ment telling us that “Now You Can Get It In Color.” 

There can be no mistaking the 
significance of this new trend in 
the home. Kitchens once all in 
white or in dull drab shades may 
now be made bright and cheery 
by the introduction of color. 

As the Institute sees it, this de- 
votion to colored kitchens brings 
two very definite sets of prob- 
lems; one for the housekeeper 
and the other for the manufac- 
turer. The Institute has been 
spending much time in following 
this whole problem of color in 
the kitchen and in doing so a 
number of us have visited manu- 
facturing plants where these new 
colors have been evolved. From 
our talks with manufacturers we 
have come to the conclusion that 
the production of colored equip- 
ment of various kinds has 
brovght a problem to which man- 
ufacturers are turning much of 
the resources of their plants. 
High-grade artists have been 
employed to get “just the right 
shades,” and = manufacturing 
processes and some equipment 
have had to be readjusted to suit these new demands. 

Already calls are coming in for new colors and new 
shades of these colors. What does this mean to the 
manufacturer? It means that a certain color may be in 
much demand for a time, but that it may decrease more 
or less suddenly in popularity. This leaves unsold 
stocks of equipment and losses to someone. Manufac- 
turers are realizing this very definitely and are beginning 
to cooperate with one another in an effort to stabillize the 
present rather confusing situation, and decide upon a few 
colors that will last because of their sheer beauty and 
adaptability. i 

Consumers can help manufacturers, therefore, by not 
asking for the impossible, for new shades and new tones. 
They also must expect to pay extra for these new colors, 
for they have meant extra expense to the manufacturer 
in producing them. 





Now as to the housekeepers’ problems. They must 
choose wisely so as to keep harmony and balance in their 
color schemes. If the walls and trim as a background 
are in neutral tones, one can be a little more lavish in the 
use of colored equipment, whereas if the color scheme 
of the kitchen has been built around the walls and floors 
there must be no jarring note of color in the furnishings 
of the kitchen and each item must be carefully selected. 

One is tempted to buy impul- 
sively—here a bright colored tea 
kettle, there a few brushes with 
colored handles, but such buying 
may only bring chaos in color. 
Choose the desired color or color 
combination and buy in harmony 
with this. 

However, a col-ection of col- 
ored enameled cooking utensils 
need not be all of one color. 
Combinations of apple green and 
ivory or canary yellow and delft 
blue are very effective. With 
svch color schemes the handles of 
all accessories such as brooms, 
brushes, dust pans and carpet 
sweepers may be chosen in the 
same color so that even the clean- 
ing closet comes in for its share 
of trimming up. 

If your kitchen cabinet is white 
or,gray, a note of color may be 
brought out in your own work 
dress. The attractive cotton 
dresses we are wearing at pres- 
ent here in the Institute have the 
advantage of being not only 
colorful but also color fast— 
which all colored cottons should be. We recommend to 
every housekeeper that she wear dresses in the kitchen 
that are easily washed and ironed. They should be per- 
fectly comfortable to work in as well as pleasing in line 
and color. 

Closing the kitchen door, let us take a peek into the 
dining room to see the lovely colored damasks and other 
table linens blending with the sparkling colored glass. 
The selection of china has for centuries been an absorb- 
ing occupation because of the wide variety of historic 
patterns as well as the new patterns just out of the 
pottery. 

Color has also entered the bathroom and the color in 
the bathtub now challenges the gay shower curtain. 

We hope color has come to stay, but if it is to be a 
thing of beauty to be enjoyed forever it must be handled 
with artistry, restraint and forethought. 
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HOM 


An Amazing Merchandising Opportunity 


ORE color, more life, more joy, more time for the human side of 
Dit and conversely, less useless labor, less drudgery and less dreari- 

ness in the home—this idea has swept the country. Amazing 
efforts on the part of merchants and factories to keep pace with the move- 
ment is apparent on every hand. The idea offers the hardware dealer his 
first opportunity to build an adequate and attractive display in that part of 
his store which has been deadly dull and which never attracted women except 
when they HAD TO HAVE a new pot or pan. 

This movement is not a flood like that of the breaking of a dam. To those 
who have been observant of trends, it has been in the making for a long time. 
Everywhere through the long list of men who design and manufacture house- 
wares, the idea has been forming in bits and paris. For instance: 

The new cutlery with the bright colored hand‘es is possible because of long 
research that has brought new hand'‘e material wh'ch, combined with the 
improved stainless steel, makes the paring or table knife a thing of beauty 
and easily kept so. 

The: long quest for practically fadeless curtain materials has made bright 
curtains possible at the price of faded ones. 

New processes, long sought, have made possible the painting of kitchen 
wood work without turning the workshop of the home over to the painters 
for several days. 

These are just some of the things that contribute to the movement. “Color 
in the Kitchen” has caught public effort and fancy more quickly than for the 
rest of the home for several reasons. 

FIRST: The kitchen has been the dullest room in the house. 


SECOND: Owing to heavy wear and tear on kitchen futnishings they 


are replaced more often than other furniture. 


THIRD: The housewife is willing to experiment with the kitchen because 


her friends are not likely to see her mistakes unless she is willing for them to 
see them. She does not receive critical guests there until she chooses to. 
When she has succeeded in her color plan, she invites the world proudly 
and then goes to the rest of the house confidently. 


FOURTH: Kitchen furnishings cost less than other room furnishings. 


It is less of a crime to muss up a kitchen cabinet with paint than a piano. 
The kitchen is a woman’s own part of the house. She does as she pleases 
there and tells the men to “stay out if they do not like it,” which she can 
hardly do with the living room. It is in this kitchen that the hardware man 
has his greatest interest. 

He is given an opportunity to help women bring their workshop up to 
the standard of beauty of the rest of the home. He is given an opportunity 
to aid people who must buy at a price to obtain furnishings that compare 
favorably in beauty with those people who buy regardless of price have 
always had. 























Colorful 
KITCHEN WARE 


U. S. Craftsman Colored Enameled 
Ware White Lined 


In keeping with a Colorful Age, modern 
housewives are demanding color for the 
kitchen, converting the old-fashioned one 
into a workshop gay with colors. Crafts- 
man Colored Enameled Ware is playing a 
major part. 


The modern House Furnishing Store re- 
flects the kitchen of today. A display ot 
Craftsman Enameled Ware in colors of Red, 
Green and Yellow will add materially to its 
radiance. 


Only staple items in the 
Craftsman Colored Ware Set 


Oval Dish Pans Deep Sauce Pans 
Rice Boiler Mixing Bowls 
Tea Kettles Pudding Pans 
Percolators Coffee Pots 
Covered Kettle, Tea Pots 
Pot or Pan 


‘ 
o 


Every piece of Craftsman Colored Enameled 
Ware is produced from heavy gauge sheet steel 
triple coated with immaculate white linings. 

Manufactured by 


United States Stamping Company 


Moundsville, West Virginia 


Ask your jobber 


















a 
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Colorful 
BREAKFAST SET 


Just the Thing for the Popular Breakfast Nooks 


Finished in Red, Green or Yellow 
SET CONSISTS OF 28 PIECES, AS FOLLOWS: 


6—Coffee Cups and Saucers 6—8"% inch Plates 6—Cereal Dishes 1—No. 52-C 8-Cup Percolator 
1—1% pint Cream Pitcher 1—', Ib. Sugar Bowl and Cover 1—Platter— 13'2x9% inches 


Additional quantities of any of the items can be ordered. Specify colors desired. Each set in a carton. 


Craftsman Ware also made in the following sets 


Bted ae 
ie U.S. 
Craftsman Ware Craftsman Ware 
is is 
Triple Coated Triple Coated 
Quality Quality 
Ware Ware 
Way aay 





Refreshment Set 
consists of 8 Pieces, as follows 
6only - - - No.8 Tumblers 
oe. - - + No. 275 Pitcher 
1 * « » » No 115 Tray 


Yellow Banded 
Mixing Bowls 


No. 205 «© © © © @ 2 te 
No.Z4l - « © oe wo o HH 
| ee ee” ie 
No. 281 - ee sa 


Cover Pitcher 
Me. 100 +« « «+» 2? ats. 





Manufactured by 
Covered Pitcher Yellow Bowls 


United States Stamping Company 
Moundsville, West Virginia 


Ask Your Jobber 
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Shall 
we send 
Her 

to you? 





Write us and arrange to have the Valspa 
Brushing Lacquer Demonstrator come to your 
store. Women demonstrators arouse interest— 
not only fin the articles demonstrated, but in 
everything else you sell. Your sales volume will 
jump ahead—if you 


Write today for a demonstrator! 


Heed the Call to Color! 






Sell Valspar Brushing Lacquer 


This is the age of colar! This is 
the age of speed! 

Clear-eyed men of business mark 
such trends. ... change as the times 
change. ... and proftt ricnly! 

On the crest of this new color- 
wave rides Valspar Brushing Lacquer! 
Here are beautiful colors, popular 
colors, colors that are in demand. We 
know this, because Valspar colors 
were chosen by a jury of able deco- 
rators and artists from hundreds of 
These the 


shades, tints and tones which match 


samples. are modern 


popular cretonnes and_ upholstery 
fabrics. There’s fashion in color and 
your “‘know what’s 
what!’’ 


prove it! 


customers 


Valspar Lacquer sales 


As to speed—this is the lacquer that 
dries in minutes! Fast enough for any 
purpose. A chair is ready to sit on in 
15 minutes, yet actual tests show 
that Valspar Lacquer can be brushed 
from two to four times as long as any 
other lacquer. ‘That means both bet- 
ter results and a more durable finish. 

The novel and attractive Valspar 
Brushing Lacquer can is unique! 
Every label isa color chart! It attracts 
the eyes of every customer. Custom- 
ers find it easy to buy Valspar and 
keep buying it! 

Finally, the greatest advertising 
campaign in the history of such a 
product is now in full swing and is 
bringing Valspar dealers new cus- 
tomers every day. 


The Valspar Lacquer Colors are 





The famous Valspar 
bowing warer test 





1 Italian Blue 
2 Peacock Blue 
3 Palm Green 


4 Jonquil Yellow 10 Cardinal Red 


5 India Ivory 
6 Persian Lilac 


13 Holland Blue 
14 Nile Green 
15 Coral Sand 
16 Java Brown 
Also White 
and Clear 


7 Oriental Green 
8 French Gray 
9 Chinese Red 


11 Argentine Orange 
12 Black 


ALSPAR 





BRUSHING 


CQUER 
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This strong Color-Trend 
means profits for 
Valspar Dealers 


Valspar Dealers are ready to meet the demand 
for color which is sweeping the country—promptly, 
profitably and with a small investment. 


Simplify your Enamel Stocks! 

Valspar Dealers supply every popular color and 
shade—with a stock of on/y 15 standard colors. 

The ‘‘Half-and-half’’ Color-chart supplied to 
Valspar Dealers reproduces the 15 Standard 
Colors and in addition 64 popular shades resulting 
from half-and-half color-mixtures. Here, then, 
are 79 colors— yet the dealer stocks only 15 
different colors. 


Small investment . . . a complete color-line on 
a single shelf . . . active stock-turn because of 
*“double-header’’ sales. This means guich profits 
for Valspar Dealers! 


The Beautiful Valspar Colors 


The colors 1—24 are the regular Valspar Colors repro- 
duced as accurately as is possible with printers’ ink. You 
can obtain them from your dealer. 

1 Black Valspar 10 Vermilion Valspar 19 Mahogany V.!<par 
2 Orange vid Deep Red = 20 Cherry : 
3 Ivory = 12 Gray ass 21 Moss Green 
4 Medium Blue 13 Deep Green “ 22 Gold 
5 Light Red 4 14 Brown . 23 Aluminum 
6 Medium Greer “ 15 Clear $5 24 Bronze 
7 Light Blue “e 16 Light Oak 
8 Yellow - 17 Dark Oak 
9 Deep Blue “" 18 Walnut 
W White (not illustrated) 


I HE above illustration is an adaptation of the Deal- 


Valspar Colors can be Mixed ! er’s “Half-and-Half” Color Chart mentioned above. It 

Each color from 25 to 51 is a lovely shade or tint obtained by is used in Valspar’s smashing advertising drive to he'p 

mixing two of the regular Valspar Colors in equal proportions Dealers sell Valspar. In January, February and March 

3 ad woe t 3° ‘=. 36 4 2n¢ bi 43 = 4 pe fone 14 this same Valspar illustration with forceful sales ta’k 
2/ Sand3 = 32 13 ands 38 1z2and10 44 6and8 50 sandw 


ed ‘ying 1ide- 7° P a6 ay 
58 vandw’ 33 yand8 391tand3 45 3and7 51 12and9 on the “Half-and-Half”’ mixing idea will appear in al 


pues Be 2 iy oa. the leading Women’s and General Magazines. 


These compelling advertisements will reach over 50 
million customers. Every section of the United States 


VALENTINE & COMPANY 
386 Fourth Avenue, New York 


VALENTINE’S 


ALSPAR 


The Varnish That Won't Turn White 


is covered! Every home owner and housewife in your 
town are reached, whether your store is in New York 
City or at the country cross-roads. 

The great power of this advertising is bound to bring 
Valspar Dealers a rush of new business—and Valspar 
has the quality to ho/d customers and bring repeat orders! 








Re st 


x | CLEAR ANDIN COLORS The famous Vals par Valspar Sells Itself! 


boiling water test 


5 pint Mrnaion nvm ts NN ne li MR rm Rc Ry ono = = - 
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Miss Una Versal cut-o a cate 
price tags to yet 


A 
COL R-- 


on Universal Products 
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genet to bring out new designs and set new vogues, 
Landers, Frary & Clark again leads in filling the present 
demand for more “Color in the Home” with a complete line 


of color-trimmed goods. 


In any display of household wares, these distinctively colored 
UNIVERSAL items will stand out prominently and sell quickly. 


Under no other trade mark is there such a wide diversity of house- 
hold helps. UNIVERSAL means 
the best values obtainable. 






Hardware men for three gen- 
erations have associated the 
name UNIVERSAL with 
Food Choppers, Scales, Per- ' i 

colators and Cutlery. 7 / = 


LANDERS. FRARY & CLARK, New Britain, Conn. 
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a ‘THE whole trade is talking about them —f, 











o/4 YY the new Estate Gas Ranges in vivid! 
” * Mandarin Red, cool Jade Green and regal; 
3 G () I¢ King’s Blue. The very smartest shades—§} 
what a sparkle of life they bring to the 
~ ron kitchen. 
3] & I : 


And how they stimulate gas range sales! §t 
Wherever these colored Estates have been 
shown, they have been a magnet for theBy 
crowds. Gas ranges in gay colors! ‘True 
Estates, too, with the famed “Double Boiler’ 
Oven that bakes with Fresh Air. Slender. 


Made by THEE 
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MANDARIN ReEpb 


-—_—_———— 


Colorful new Estate 


-§ graceful — without a nut, bolt, or hinge | ELECTRIC Ranges, too 
l in sight to mar the: gleaming enameled For those who cook with electricity, there 
is also the new, improved Estate Electric 


| surfaces. Tempting merchandise to set Range, done in the modern manner — in 
» p pene Vee r > Green: <ing’s Blue. 
E before the housewives of your city. Mandarin Red, Jade Green and King ue 





The demand for these Estate Gas Ranges 
-—done in the modern manner—is sweeping 
the country. Get ready to show them 
‘me quickly. Write or wire and we will send 
you information about the ranges and the 
B details of an unusual and dramatic merchan- 
dising plan that will give you a flying start 
this spring. 


GAS RANGES 


“double boiler ’’ oven that bakes with fresh air 


ESTATE STOVE COMPANY, Hamilton, Ohio 
House Founded in 1845 
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a Great New Market 
~a Great New Line/ 


Colors .... Colors .... Colors. 
Smiling, jolly colors for every 
woman’s kitchen. 


Everywhere, women have wel- 
comed this new style-note with 
open arms. From coast to coast 
feminine response is enthusiastic 
— instinctive ! 


For this great new market stock 
the Nesco Rainbow line of Japan- 
ned Kitchenware — the most 


complete selection of colored 
kitchenware made. 


Sixteen gloriously beautiful num- 
bers for your counters and your 
windows. Sixteen cheerful, beau- 
tiful sales builders! 


In red, blue, green, gray, white 
and yellow, the Nesco Rainbow 
line is the ideal line for every 
store, large or small. It is com- 
plete, smart, saleable merchan- 
dise — and of course, profitable! 


Prepare now for a big spring and 
summer business in colorware. Write 
for prices and complete information. 


NATIONAL ENAMELING & STAMPING CO, Inc. 
Executive Offices: 425 East Water Street, Milwaukee, Wis. 
Factories and Branches: 


New York 


Baltimore 
Granite City, Ill, 


Chicago Philadelphia 
New Orleans 


9 
at 


GREEN —- GRAX 


e Closets 
Bread Boxes 
Drop-door Bread 

and Cake Boxes 
Pie and Cake 

Covers 
Flour Boxes 
Sink Cleaners 





The following numbers in the Nesco Rainbow 
line are sold in sets or as individual pieces. 


5-piece Pantry Sets Sav-Ur Bak 


Dust Pans 
Quaker Dust Pans 
Kitchenette 

Pantry Sets 
Match Safes 
Round Trays 
Waste Paper Baskets 
Kitchen Garbage Cans 
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NEw STANDARD CoRPORATION 


Mount Joy ~Pennsylvania 
USA 






HE modern touch in manufac- 
peered ture has added much to the con- 
(x) iences of life. New thought 
veniences of life. g 
applied to old and proven principles has 
made those principles more serviceable 
to us, more easy to obtain and more 
economical to employ. For that reason 
you do not wait for your car to fall to 
pieces before you turn it in for a new 





Wood Tubs: New Standard Triple one. You want the improvements which 
Whip rere ai ‘_ 6 are 7 ‘ | ‘ h d 

ange (list) $3.40 t -50. so De- ate > e -aate 
Luxe—Double Action—2 qt. List $2.15. are incorporated in the up-to-date 


models. But the owner of an ice cream 
freezer or a food chopper had never 
been offered any new features that 
would invite the purchase of new mer’ 
-chandise. It was indeed ridiculous to 
discard the old one simply to replace it 
with something similar which has been 
“brought up to date” with a new label. 


But now New Standard offers those 
modern features that make the old 
freezer or food chopper as antiquated as 
the 1920 automobile. Note the Triple 





i: * Whip action on the New Standard 
“way —Dandy, 2 sizes. List $1.60- > CA 
$180. Also Delmeeod is. List Freezers. The can rotates — way, the 
— dasher the other, while its spiral design 


whips the cream from the bottom up- 
ward. Light, airy, whipped ice cream! 
Note the 4-way knife on the “Dandy” 
chopper, which chops coarse, medium, 
fine or finer, as you wish, by simply set- 
ting a lever. 
















These are just the foremost 
\ features in each instrument. 
\ The modern touch is evi- 
\ dent in all other features as 
A\ well, no matter what New 
\ Standard product you may 
\ pick out. 


Dandy Cherry Seeder. Plunger type— 
List $1.40, 


The above is reprinted from the 
inside cover of the latest New 
Standard catalogue, just off the 
press. This Catalogue contains 
the whole story of what is new 
and modern in freezers, chop- 
pers and seeders. Write fcr it. 


Prices slightly higher to consumer west of the Rocky Mountains 








All Metal: New Standard—Triple Whip 
Action—2 qt. List $1.55. Also Dandy 

Double Action—2 qt List $1.35 
and Regal—Single Action yt. List 





Hinged hopper—New Standard. 2 sizes. 


List $1.75-$2.25 





Dandy Cherry Seeder 
List $1.40. 


Rib-wheel type 
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MAKE EIGHT TIMES YOUR AVERAGE 


‘Bell Hop 
by Gilbert 


1807 











-BELL-HOP DISPLAY 
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PROFIT ON GILBERT ALARMS / 





Colored Alarms. 


T last, an alarm clock that’s smart and beautiful! In brilliant hues! In 
soft-toned shades! Every clock a faithful keeper of time. Every 
clock guaranteed for one year by America’s oldest clock makers. 

The Gilbert “Bell Hop” can be used all over the house. Stands on its 
legs or can be hung in any room on a special wall fixture furnished with 
every clock. 

Here, in glorious rainbow colors, is something new—something dif- 
ferent—something selling like pop at a picnic! 


«e Also— Gilbert Wood Case EASEL Alarms 


NOTHER new Gilbert Clock—a Combination Boudoir Clock and 
Alarm. Built in artistic painted wood cases and in fine rich mahogany. 

A clock to adorn any mantle, dressing-table or desk—to harmonize 
with any interior in the most pretentious home. 

These, Mr. Dealer, are two of the biggest hits that the clock business 
has known in years. The profit margin is big too—gives you a chance to 
make real money. 

Get your order in without delay. Display the new “Bell Hop” and 
new Wood Case Easel Alarm. Striking sales helps in four colors—free. 
Write today for full particulars. Ask for Catalog H. 


Gilbert 


807 


WILLIAM L. GILBERT CLOCK COMPANY, WINSTED, 


WITH FIRST ORDER OF 









QNN 
7d BELL-HOPS 








No. 5702 








No. 5701 
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COLORED 
CUTLERY 


COLOR 
for the Kitchen 


LAMSON Colored Cutlery gives a cheery rainbow atmo- 
sphere to any kitchen or table. 


The LAMSON assortment of twelve sharp, fine quality, / SS» 
ready-to-use Kitchen Knives, attractively boxed with their Mananee AN 


bright enameled handles in Red, Yellow, Green and - 
Blue, (three of each), is proving a wonderful seller. 


COLOR 


for the Table 


And now come LAMSON Stainless Steel eight piece sets of Knives and Forks 
to match the modern colored glassware and china which adorn the well set 
table. Their beautifully colored handles of Red, Yellow, Green and Blue 
present a striking display in their attractive boxes. Their keen cutting 
quality is a revelation. 


Equally popular are the new 8 inch Kitchen Slicers and Kitchen Forks in 
Red, Blue, Green and Yellow. 
Be sure your stock includes these rapid sellers. 


LAMSON & GOODNOW MFG. CO. 
Shelburne Falls Mass. U. S. A. 


New York Office—71-73 Murray St. 


Boston, 7 Water St. 
St. Louis, Vietoria Bldg. 
” Chieago, 1732 Republic Bldg. 
San Francisco, Wells Fargo Bldg. 
J 


LAMSON “Anchor Z 
Brand” Stainproof Kitchen “SS 
Knives. One dozen assorted 
three each of four colors, in 
striking counter display box. 
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A name your customers recognize instantly 
++ Nationally Advertised WOOSTER BRUSHES 


HEN you sell a can of paint, lacquer, ename. 
or varnish for “Color in the Home’ sell aW ooster 
Foss-Set Brush. The bristles can’t come out on the job. 




















Yourcustomers knowW ooster Brushes. They have read Pi 

Wooster Advertising for years ... Why go the long - oP ‘ 

way round in merchandising? A Wooster is the easiest ia 

brush to sell and it carries more profit for you. Send us P 4 oy 

a letter, or the coupon, today. Hang up the famous er SS 
Ted the Tester Led the Tester sign. Join the Wooster dealer family. ff Se 
Everyone knows Ys x s 


this famous trade- 


Bega THE WooSTER Brusi,£o vss 


sure the public 


Aaesakse “pee lte-batr trate WOOSTE: 
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How du Pont is selling 








Nancy McCLELLAND shows you how 
to decorate your dining room with Duco 


I was particularly impressed with Duco's 
case of application, and tts variety of uses,” 
says Miss McClelland, the noted decorator 

And the fact that ut dries in a very short time 

1s a great advantage in decorating 
your own home 


E have come a long way from the 
sombre baronial dining halls of 
our ancestors, says Nancy McClelland, 
the well-known interior decorator And 
while a few of these forbidding interiors 
survive, the modern trend, the new note, 1s 
bright and cheerful color tastefully selected 
‘In the dining room illustrated on this page, 
I applied Duco Jade Green to the table, chairs 
and tabouret, and Duco Mandarin Red to the 
cupboard Beige colored curtains with blue 
and red figures completed the color effect 
admirably 











“A great many other combinations of colors 
are possible in this room. Your selection of 
curtains and rugs, and the type of woodwork 
and windows already installed, will influence 
the choice of color in any given room 

‘It 1s only within the last few years 
that such use of color in the home has been 


practicable With the discovery of Duco, 


DUCO 
} made only by duPont 


interior decorators, both amateur and 
professional, now have a new mediuin 
at their disposal, or shall I say a wide 
range of media, for Duco is obtainable 
not only in a great variety of rare shades, 
but also in a number of rich stains and 
as a clear, transparent finish I have al- 
ways found Duco absolutely uniform in 
its results No longer 1s 1t necessary to 
use guesswork, or fear a discrepancy be- 
tween plan and result * 


Miss McClelland’s advice on interior dec- 

oration is sought by fashionable women 

throughout the country Realizing the 

importance of expert advice on home 

decoration, the makers of Duco have 

asked Miss McClelland and other well- 

known authorities to prepare a book of 

approved color combinations This book, 

A Color Scheme for Every Room,”’ 1s 

filled withgillustrations of model rooms, 

with instructions that will enable you 

to achieve, in your own home, the same effec- 
tive results 

“A Color Scheme for Every Room’ wall be sent 

you FREE. It will open up for you a new and 

fascinating study With it you can deco- 

rate your own home under the direction 

of famous authorities Send for your copy 


today it will be forwarded promptly 


E | DU PONT DE NEMOURS & CO.., Inc. 
Dept. L. H.. Independence Square, Philadelphia, Pa. 


Will you send me free and without obligation the book, ‘A Color Scheme 
for Every Room’? 


Name 


Address 





This beautiful 4-color Duco advertisement is from the famous interior decorator campaign which 
is running in Ladies’ Home Journal and Good Housekeeping. This series goes into more than five 
million American homes, where it reaches a prosperous, active, and intelligent market. This is 
only one of the campaigns which du Pont is using to tell the Duco color story to the public. 

















HARDWARE AGE for FEBRUARY Q, 1928 





color in the home... . 
Tze up with the DUCO plan 





Du Pont decorators are conducting demonstrations, and holding 
Duco classes in stores throughout the country. 


7 was not much more than four years ago that 
Duco first began to fill the highways of the coun- 
try with radiant, lasting color. And a short time 
later the colors of Duco began to invade the Amer- 
ican home. 

Du Pont, the maker of Duco, has been in 
large measure responsible for the present trend to- 
ward color in the home. And now, as at first, Duco 
shows the way to new markets, new opportunities, 
new profits. 

The Duco color story has been carried into mil- 
lions of American homes. This year it is being 
carried even farther. Through the use of color pages 
in such magazines as the Saturday Evening Post, 


This young lady in your 
window identifies you 
immediately as a Duco 
dealer. She is rapidly 
becoming one of the best 
known of all American 
trade symbols. Vivid, 
charming, this window 
display makes them 
stop and come in. 





Ladies’ Home Journal, Good Housekeeping, this 
advertising of Duce will be read by nearly ten mil- 
lion people. 

Other national advertising of du Pont products is 
serving to build confidence and respect for the 
du Pont name. Duco, the best known specialty in 
the world, is identified by the du Pont oval, one of 
the most widely known trade marks in the world. 








These counter cards on your counter tell a colorful and 
graphic story of the many uses for Duco in your custo- 


mers’ homes. 


And du Pont has not stopped with national adver- 
tising. Skilled Duco decorators are conducting 
demonstrations and classes in eve::" part of the coun- 
try. Attractive counter cards, window displays, 
mailers, and other sales promotion aids are ready for 
distribution, 

If you have not yet cashed in on the Duco story, 
mail the coupon below. We will send you full de- 





ios i 
wehi yneli ss 


\ 


Three charming mailers have been provided by du*Pont 
so that dealers may send the Duco color story into the 
homes of their own customers. These are only examples 
of the many ways in which du Pont is assisting its 
dealers in their sales promotion work, 


tails on how to tie up with the color-in-the-home 
idea, which was first sponsored by du Pont, and 
made possible by Duco. 


E. I. DU PONT DE NEMOURS & CO., Inc. 
Independence Square, Philadelphia, Pa. H A-2 
Please send me ful! information on how I can tie up with the Duco story of color in the home, 


Peper ee 
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“WHAT WILL R 


Here Is Another Opportunity to Cash In on the 
Present Wave of Enthusiasm for 
“Color in the Home”’ 











PATENT APP!tIFD FOR 





Operates on any vacuum cleaner. Endorsed by 
paint experts. Sells on sight because 
wanted by everyone. 














The ROYAL SPRAYER The ROYAL SPRAYER 


not only does a perfect job of power 
spray-painting, but it sprays insecticides, 
germicides, disinfectants, moth- and fly- 


is, first of all, mechanically right. It has 
the endorsement of every paint expert who 


\? 
<5 


has seen it. It is a powerful he-man, hon- 


Eee | 


= 
tte ty 


est-to-goodness spray-gun which operates killers. It sprays oil on auto springs and 


satisfactorily with either liquids or pow- takes out squeaks. In fact, you sell it as 


ders on the power supplied by an ordi- an all-round household sprayer, emphasiz- 


ing the fact, however, that it spray-paints 
household lacquers by the same perfect 

The price is ridiculously low—$4.50 re- method used in painting the finest auto- 
tail—which ensures an enormous market. mobiles. 


nary household vacuum cleaner. 
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Price 
of $4.50 
Retail, 
Your Market 
_ for This 
Device Is 


Enormous. 


PRICES 


ae $1.50 each 


Less than dozen 
lots.... 3.37 each 


Dozen lots. 2.70 each 


Prices on Jobber’s 
Quantities quoted on 











application. 
Order 
Promptly 
for 
P f d The Royal Spray Attachment is especially recommended for use with the 
reterre 
SUPER ROYAL ELECTRIC CLEANER 
Consideration. which has the strongest suction of any cleaner made. 


Royal Cleaners and Royal Attachments manufactured and guaranteed by 


THE P. A. GEIER COMPANY 
540-560 East 105th Street Cleveland, Ohio, U. S. A. 








48 


HARDWARE AGE for FEBRUARY Q, 1928 


Will She Want It? 


4 Colored clocks, colored kitchen and bathroom equipment, colored 
cradles! Color was the dominant note of the Chicago House Furnish- 


ings exhibit last month. Color is sweeping the nation; never will the 
housewife return to the drab sameness of one-color living. Ask your 
wife, your neighbor, your customers. Realize the significance of 


} color to modern living—and its impetus to profitable sales turnover! 


Completes the Kitchen Colorful! 


Profit with Porcelite—bring sun- pure white acid - proof linings; 
shine into your sales while thoroughly durable ware in the 
housewives bring sunshine into four leading colors— Mandarin 


their kitchens! 








Porcelite — the 
new and perfect 
-wline of enameled 
| ware in colors, 
manufactured by 
Columbian [57 
years a leader} — 
now adds that final 




















touch of harmony 








to the already col- 





red, delft blue, jade 
green, and ivory. 
Each piece is triple- 
coated. Porcelite 
combines beauty 
with better cook- 
ing! The line is 
complete, includ- 
ing cereal cookers, 
lipped and convex 
sauce pans, convex 


orful kitchen. The housewife will kettles, oval dishpans, tea pots, 
want it in her home — you'll seamless tea kettles, mixing bowl 


want it in your stock. Select your sets, all-enameled percolators, 
choice of beautiful utensils with bathroom and kitchen stools. 


COLUMBIAN ENAMELING & STAMPING COMPANY 


Factory and General Offices, Terre Haute, Indiana 


NEW YORK OFFICE 
319 ‘Broadway 


Dealers can obtain complete information by writing the 
factory at Terre Haute, Indiana, or by asking their job- 
bers. To save time and trouble, merely write your name 
and address here, tear off this note and mail at once. 


CHICAGO OFFICE 


Room 411, 17 No. Wabash Ave. 
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NEW HAVEN CLOCKS in COLORS 


BLUE — RED — GREEN — YELLOW 
To Conform With Colors 


Homes 





PARAMOUNT, GREEN 
Green Pastel Case, 10 inches 
square. Eight-day pendulum 
movement. ( olorful dial to 
match case. 

BD BORON. sisictcantuees $6.00 
Consumers Price .......... 9.50 





TICK-TOCK, RED 
Height, 4% inches. Red Pastel. 
Krack-Proof Krystal, 40 hour 
dependable movement with long 
steady alarm with shut-off. 
Trade Price—Plain Dial. ...$1.70 
Commumers Price «...0sccee. 2.50 





EASEL ARTLARM 


4% inches. Furnished 
in Ked, Green or Mahogany. 
Krack-Proof Krystal, 40 hour 
dependable alarm movement with 
shut-off. 

Trade Price—Gold Dial... .$3.35 
Consumers Price .......... 5.00 


Height, 


Used in Modern 





PURITAN, YELLOW 
Yellow Pastel Case, 10 inches 
square. Eight-day pendulum 
movement. Colorful colonial dial 
to match case. 

Trade Price 
Consumers Price ...... 





PURITAN, BLUE 
Blue Pastel Case, 10 inches 
square. Kight-day pendulum 


movement. Colorful colonial dial 
to match case. 

UREN BONS 6 coo skates ead $6.00 
Consumers Price .......... 9.50 


NEW HAVEN ARTLARMS 
Seamless Metal Case With Moulded Base to Match 


BLUE 
Blue Pastel 


TICK-TOCK, 
Ileight, 4% inches. 
Krack-Proof Krystal, 40 
dependable movement 
steady alarm with shut-off. 
Trade Price—Plain Dial... 


Consumers Price .......... 2.50 


ABBEY JR. ARTLARM 
Height, 1344 inches. Blue or 
Mahogany. Krack-Proof Krystal, 


40 hour movement, back-bell 
alarm with shut-off. 

Trade Price—Gold 
Consumers Price 


Dial... .$2.70 
Gold Dial 4.00 


Trade Price—Gold Radium 
pp ORAS rere or 3.35 
Consumers’ Price—Gold Ra 


dium Dial 


THE 


EST. 


EW 
EW 


hour 
with long 


-$1.70 


AVEN 
VEN 


TICK-TOCK, YELLOW 


Height, 4% inches. Yellow 
Pastel. Krack-Proof Krystal, 4 
hour movement with long steady 
alarm, 

Trade Price—Radium Dial. .82 
Consumers Price . 


- SQUARE JR. ARTLAR™M 

Height, 2% inches. Red or Ma 
hogany, Krack-Proof Krystal, 40 
hour dependable movement, back 
bell alarm with shut-off. 

Trade Price—Silver Dial. . .$2.35 
Consumers Price .......... é 
Trade Price—Silver 
Consumers Price 





LOCK CO. 
ONN. 1817 


’ 
ye 


PARAMOUNT, 
Red Pastel Case, 
square Right-day 
movement. Colort 
match case. 
Trade Price ; 
Consumers Price 





TICK-TOCK, 
Height, 4% inches. “G 
Krack-Proof Krystal, 
movement with long st 
Trade Price—Radium 
Consumers Price 








SQUARE ARTI 
Height, 4% inches 
Mahogany, Krack-Proc 
40 hour dependable al 
bell with shut-off. 
Trade Price—Silver D 
Consumers Price axe 
Trade Price—Silver R 

Dial rr. ; 
Consumers Price 





GREEN 


RED 

10° inches 
pendulum 
ul dial to 


. $6.00 
9.50 


reen Pastel 
40 = hour 
eady alarm. 
Dial. .$2.35 
3.50 


sARM 
Green or 
of Krystal 





arm, back 

jal. . $2.35 

ore 

adium 

ee 3.00 
4.50 
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KITCHEN STOVES 


NORMAL 
PRESSURE COOK 


World’s Fastest and 


Safest Cooking Stove 
“GOLD SEAL” AUTOMATIC SAFETY 


Lights with a match like a gas stove. Burns like city gas. No hold- 
ing of matches for pre-heating, torches or otherwise. 


Child-proof, for it’s equipped with Safety Lock. 


AUTOMATIC SHUT-OFF eliminates all danger of explosion. If 
master burner is extinguished by water boiling over or by wind, the 










Automatic immediately shuts off gasoline 
without the assistance of the human hand, 
and prevents fire or explosion. 

Finished in beautiful lettuce green enamel 
with white porcelain drip pan and pointers 
for burner control. 

Summer Cottages and Rural Homes can have 
all the convenience of city gas. 

Send for descriptive circular. 


NORMAL 


RANGE 
STRIKINGLY NEW 


*BEAUTIFUL FURNITURE 
DESIGN 


Finished in lettuce green vitreous enamel 
(two-tone). Makes kitchen as attractive 
as living room. 

Outer body made of Armco Ingot Iron, 
porcelained on both sides, making it rust 
resisting, retains the heat within the 
stove, prevents over-heating kitchen, 
saves fuel, and makes quick baker. 
FIRE BOX built heavy with air shafts 
on exterior wall which assures long life 
and maximum service. Large rust proof 
oven that will take four 10” pie tins. 
Burns coal and wood, will take 22” 
length. 

Heat dial in oven door. 

Copper contact reservoir. 

All door hinges and bolt heads concealed. 
HOUSEWIFE’S CHOICE. 

CHEF’S FAVORITE. 


HAYES-CUSTER STOVE & FURNACE COMPANY 
- Bloomington, Ilinois, U. S. A. 


Green or Ivory 
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Polly Prim Baksaver 
Dust Dust 
Pock ; 
eae Polly Prim Recipe Cabinet “—_ 

Dust Pan 


Bluebird Indoor Clothes 
Line and Reel 


RULION LIN EF 


PATENT NOVELTY COM PANY 
FULTON ILLINOIS 
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COLOR 


AS A SALES FACTOR 


HAVE you felt the spirit of the new age? Has your cash register been responding 
to the buying trend that is now sweeping over the American Housewife? Never 
before has COLOR come into the home with such determination; such Selling 
Power. When applied to woman’s fancy it is appealing, compelling and profitable. 


Creating Interest and Sales | The Eyes Have It 


ULTON household items, in their new 
array of various colors, immediately 
grasp the eyes of the shopping housewife. 
She moves over to them, picks them up, 
examines them, and finds everyday use 
in them, as well as beauty. She notices 
the utter absence of that “tinny” cheap 

women of your community why they : ; 4 
should favor the FULTON LINE. Every effect. She sees lasting benefit in their 
mail brings us inquiries from our National staunch construction; charm and dis- 


Advertising, proving that ‘‘Polly Prim’”’ and , Sle fi ; ics 
“Tiusbird” ere fect becoming household tinction in their harmonizing color scheme, 
words. We also have other effective Resale and pride in their ownership. FULTON 


helps that keep the FULTON LINE mov- wares sell themselves, and stay sold. You’!! 


ing and earning the right to be on your 
counters or shelves. Our job is never find them profitable to handle. 


complete until your profits are made. 





@ 


aN | Vo (a 


OR many years we have been telling the 


‘A 


~ ot 
a er) Sea 








We do not attempt to compete with the cheaply made household goods 
that appeal only to the price instinct, and invite trouble for the Dealer. 
Our complete line is made with one aim in view: Increased Sales 
through Outstanding Value. For over 20 years, this policy has enabled 
us to grow and add a constant body of Dealer friends to our list. If you 
have not favored us with your valued consideration, we ask that you place 
an order through your nearest jobber, or write us for a complete catalog. 


F ULTON LIN F 


PATENT NOVELTY COMPANY 
FULTON ILLINOIS 
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HE new vogue for color in the kitchen that 

is sweeping the country makes Congoleum 
Rugs easier than ever to sell. For these rugs 
are exceptionally bright and cheerful. And 
they come in such a variety of designs that every 
woman can find just the rug she wants. 


Waterproof, spot-proof and easy to clean— 
practical advantages of Congoleum Rugs that 
go over big with modern women. Sanitary, too. 


Congoleum Gold Seal Rugs belong in the hard- 
ware store. They are staples just as much as 
ranges, pots, pans, or potato mashers. Why 
not sell the whole kitchen outfit? 








There is a hardware jobber _ | GUARANTEE 


near you who sells 
Congoleum GOLD SEAL Rugs 





ee Fe 
into the 





Latel en 


Another point that a hardware merchant ap- 
preciates is the small space a display of these 
rugs takes up. In six square feet of floor room, 
he can show eighteen different patterns. These 
rugs come rolled up, all ready to deliver the 
moment they are sold. No one has to be sent 
to install a Congoleum Rug. It lies flat with- 
out fastening. 

Turnover is quick, profits are generous! You 
can sell Congoleum Gold Seal Rugs on color, on 
labor-saving and on guarantee. And don’t 
forget-—the new Malticote process makes these 
rugs even bettervalues than they've ever been 
before. 








: For Further Details Write 

: CONGOLEUM-NAIRN INC. 
Hardware Division Headquarters 

aa 1421 Chestnut Street, Philadelphia, Penna. 
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FAMER_ICAN 


ITCHEN KOO 


CLEANLINESS~SPEED ~CONVENIENCE ~ SAFETY 








NEW MODELS, new features, new improvements, insure continued leadership 
to Kitchenkook dealers. 
The new white and grey porcelain enameled range shown herein is unique among 


liquid fuel stoves. Its beauty combined with the practical utility for which Kitchen- 
kook is so well known warrants the prediction that it will be a popular seller dur- 
ing the coming season. 

The Kitchenkook sales plan ntees to every dealer a good profit on every 
Kitchenkook he sells. We shall be glad to explain the plan to any live dealer located 
in trading centers where there is no Kitchenkook dealer-agency. 


American Kitchenkooks are listed as Standard by the 
' Underwriters’ Laboratories, established and main- 
P tained by the National Board of Fire Underwriters. 


AMERICAN GAS MACHINE COMPANY, Inc. 


Factories—ALBERT LEA, MINNESOTA 
Branches—78 Reade St., NEW YORK, N. Y. 4242 Hollis Street, OAKLAND, CALIF. 


eee ee 























HARDWARE AGE for FEBRUARY 9, 1928 55 














BRONZE 


Unretouched photographs of iron and Anaconda 
Bronze screening after identical exposure. Acceler- 
ated corrosion tests show conclusively that bronze 
screens will last at least five times longer than iro 


BRONZE SCREENS are both 
Rust-proof and Strong 


Were asked about screening material, you can recommend 

bronze without hesitation. Bronze is strengthened copper— 
it cannot rust, will not sag or bulge and is the highest quality 
screen cloth on the market. 


Dealers in some sections of the country who have been recom- 
mending bronze are now selling more of this strong rust-proof 
screening than any other kind. Perhaps this same opportunity 
exists in your locality. 


When selling bronze screening suggest that copper or brass tacks, 
staples and fittings be used in order to completely eliminate rust. 





For more than a quarter of a century, The American Brass 


ms raga oe Company has furnished Anaconda Golden and Antique Bronze - 
e Sa y Evening ; : 

Post every week during Wire to leading manufacturers of screen cloth. Custom screen 

pn soneen Reaing Seneee: makers have for years standardized on Bronze screen cloth be- 


cause of its strength-and rust-proof qualities. 


THE AMERICAN BRASS COMPANY, B.A.@ 
WATERBURY, CONNECTICUT 


Please send the coupon today 


Please send me, free of charge, your 1928 series of Sales 
Helps on Bronze Screens. 


BRONZE SCREENS|.. 


MADE OF ANACONDA BRONZE WIRE 
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Sell this 


Superlative Protection for Chickens 





Pillsburgh Chictile 


Pittsburgh Chictite Fence has Pittsburgh Chictite Fence is 
become one of the biggest selling | made with the well known Colum- 
poultry fences in the country. bia Hinge-joint. It comes in heights 


from 24 to 72 inches and in several 

There is a good reason for this weights. Stay wires are the same 

preference. In the first place it is gauge as line wires. All wires are 

the first successful hinge-joint fence heavily Super-Zinced— that is, pro- 

with extremely close spacing of the tected against rust by the heaviest 

lower line wires. Erected, it costs coating of zinc that can be success- 
less than netting, yet due to its fully applied to wire. 


durable construction and heavy Send for our folder that describes 
zinc coating, it will outlast netting this wonderful fast selling chicken 
many times over. fence. 





(Pittsburgh Steel Co) 
Pittsburgh , ae 


_ New York Detroit 
Chicago Memphis Dallas San Francisco 
































TRADE MARK i 
The Stepladder that Comes in a Package 


More Profit to You 


LADAPAK Stepladders present a new and novel 
idea in ladder merchandising. Each ladder comes 
to you in an easy-to-handle, easy-to-store, dust- 
proof carton. No longer is it necessary to clutter 
up your store, with space-consuming, dust-collect- 
ing stepladders. You can now store four, where one 
was stored before. 


LADAPAK Stepladders are Better Stepladders. 


Designed by our own engineers to give maximum 


strength and durability, with minimum weight; 
\\ steps deeply mortised and rod supported; full 











bolted construction—(can not become shaky); 
finest stock from our own forests—AND ALL 
AT THE SAME PRICE AS AN ORDINARY 


ar) STEPLADDER. 
ah LADAPAK Stepladders reduce your ladder storage 


ra 
t 
§ 
\ 


space—cut down your handling costs —AND 


INCREASE YOUR NET PROFITS. 


EN Get Full Information and Prices NOW! 


FULL RODDE i) Use the Coupon, or Ask Your Jobber. 


_ Dierks 


BEVELED ‘END 
Lumber & Coal Co. 


\\ Gates Bldg. Kansas City, Mo. 





















ee Dierks Lumber & Coal Co. 


O RE tg —— = 701 Gates Building 
——_——————— Kansas City, Mo. 


S 

1) | Oowr ——————— Please send me full information and prices on Ladapak. 
| T\ a i 1} | || 

O\ c&here one! 7)  — 


XS HIP Address 
CSS ce ___ State 
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MYERS 

=* CROSS DRAFT 
SLING UNLOADER 
PATENTED 















Down through the years Myers 
Hay and Grain Unloading Tools 
have continued to grow in grace with 
dealers and their customers. They have 
been steady multipliers of sales—once 
used in any community, they sell them- Ze, 
selves through “better” service to neighbors nites 
and friends. Not surprising at all when you 
witness them in action on a busy harvest day. 
Myers Unloaders—mark this carefully—NOW 
ADJUSTABLE TO ANY STYLE OR MAKE OF 
STEEL TRACK—are the last word in unloading satis- 
faction. Speed—light operation—carrying strength—stamina 
for long time service—are responsible for the success they have attained. Re- 
gardless of the acreage or the crop to be unloaded—there is a Myers Unloader for the purpose. { 
And like Myers Unloaders, Myers Forks, Slings, Pulleys, Tracks and Fixtures are equal- 
ly efficient. With styles and sizes to meet unloading conditions as they exist in any com- 
munity, few indeed are the calls for equipment of this kind that cannot be satisfactorily 
filled from the Myers Line. 
Hundreds of dealers have already placed their specifications with us for a com- 
plete line of Myers Hay Tools for 1928. If you have not already done so, or if 
you have never sold all or a part of the Myers Line and are interested in a 
leader line for this year, write us immediately. One of our salesmen will 
see you, or we will quote direct as you may prefer. 
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T= F.E.MYERS & BRO.¢°9. 
. ASHLAND, OHIO. 


Manufacturers for over Fifty Years Of MYERS HONOR-BILT PUMPS for Every Purpose, 
TOOLS - BARN. FACTORY 6: 
WATER SYSTEMS- MAY po gnan UNLOADING, TOOL BARN 
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The lon gest station to station call 


within the U . now costs only +] () 
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CU An Advertisement for Bell Long Distance Telephone Service 


Tue longest telephone call you can make within 
- the U. S. is from Eastport, Maine, to the town 
of Bay, California. Under the new rates, the 
station to station day charge for this call is 
now only $10. 

More than ever you will now be surprised 
how little long distance calls cost. Business 
more and more is using the long distance tele- 
phone to save trips, buy and sell goods, make 
appointments and collections, get important 
things done on time. 

A New York company made 14 long dis- 
tance calls to department stores in 13 
cities and sold $37,320worth of specialties, 


&. 









» 


“all of the transactions having been started and 
completed by Long Distance at a very nominal 
cost.’’ A firm of Toledo brokers in one year 
sold $5,000,000 worth of produce by long dis- 
tance calls. ‘‘Seventy-five per cent of our bean 
business is done over the telephone. .. . We can 
get in closer touch with the buyer and under- 
stand conditions at hisend ofthe line.’’ In eight 
months, a tire concern sold $3,180,000 worth 
of tires by telephone at a sales cost of 2%. 
What far-away calls could you profitably 
» make, now? Just ask for the long distance 
4) operator and place your call by number 
. . it takes less time. . . Number, please? 





4 














” Ss wr sinathl ‘ 
Ber nn He i 





HARDWARE AGE for FEBRUARY 9, 1928 











Sporting Goods Manufacturers: 


Is Your Advertising 
GOING OVER? 


Sporting goods are sold by many hardware 
dealers. The number is steadily increasing. 
Why? Because Hardware Age is constantly 
“selling” the hardware dealer upon the de- 
sirability of sporting goods as a line that is 
profitable to handle. 


Sporting goods advertising in Hardware Age 


is read for this reason. Your advertising 








will “go over” when you address it to the 


hardware dealer through the paper he relies 





on for buying information—Hardware Age. 
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Announces 








Western Cartridges with Lubaloy Coated Bullets 
Non-Corrosive ~ Smokeless ~ Greaseless ~ 


Clean to Handle 


Here is a new .22 cartridge that keeps the bore of the 
rifle absolutely clean—and it is Free from Grease! 

CLEAN TO HANDLE!... No more greasy hands 
or greasy pockets. “Pocket-lint” and grit will not stick 
to the cartridges and get into the gun. The new 
Lubaloy (lubricating alloy) coating process has made 
this cartridge possible. 

Two factors make Western smokeless Lubaloy .22's 
the most highly perfected small-bore ammunition ever 
produced! 

(1) A new Priming Mixture that is absolutely Non- 
Corrosive! 

(2) The famous Western Lubaloy (lubricating alloy) 
coating that protects the bore and assures accuracy and 
reliability ! 


_- 


Available April 1 


Western Smokeless Lubaloy .22's positively doaway 
with cleaning of the rifle bore. And they cost no more 
than ordinary lead-bullet .22's. 

Their glistening golden color makes them sell on 
sight. They look like Bulléts of Gold! 

Matchless in accuracy, uniformity and bore protec- 
tion. The result of months of development work by 
the same experts who perfected Boat-tail bullets, Open- 
point Expanding bullets, and Lubaloy jackets for cen- 
ter-fire cartridges. Tested and proved in thousands of 
rounds of actual shooting. 

All Western rim-fire cartridges, formerly loaded with 
plain lead bullets, will be available with Lubaloy coated 
bullets for shipment to jobbers April 1st. Announce- 
ment to the public will not be made until the trade has 
had an opportunity to obtain stocks. 





‘Outsells hecause it Outshoots 
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Cartridges and Shells 


~and increase your ammunition sales 


Lubaloy has revolutionized the cartridge buslness 


While the application of Lubaloy (lubri- 
cating alloy) coating to .22 cartridges is new, 


Western Lubaloy-jacketed center-fire car-: 


tridges have been on the market for several 
years and have revolutionized the cartridge 
business. 

Their deadly accuracy, freedom from bar- 
rel fouling, ease of cleaning, bore protection 
and longer rifle life, have made them the 
choice of big game hunters throughout the 
world. Now, with all the many Lubaloy ad- 
vantages applied to WesTern rimfire car- 
tridges, Western dealers can get the 
cream of the local business. 


Lubaloy Boat-tail and Open- erwin 5 Expand- 


ing bullets and Western Lu .22.8 are 
the last word in modern rifle ammunition. 
Many dealers have increased their am- 
munition volume and profits, and = 
sales over a greater period, by stockin 
well chosen assortment of the popu as 
Western centerfire cartridges, WestERN 
.22's and Wesrern shotgun shells. Make 
1928 the biggest ammunition year 
in the history of your 
business. 


er x and XP ett 


These Two Popular 


Shells Cover the Complete Range 
of Shotgun Shell Requirements. 


With Western Super-X and Western Xpert shells in stock you are in 
position to supply every shooter's requirements for shotgun shells, with 
a minimum investment in stock and a simplified line. 


The Short Shot String of thelongrange = rabbit load on the market—yet low in 
Western Super-X load givesclean killsat price! Western Xpert gives you larger 








long distances and enables the shooter to _ profits through a larger volume of sales. 


get more game! More pellets reach the 
bird! The shot charge is controlled so 


_ that the pellets travel through the air in 


a compact mass instead of stringing out. 
Super-X is the ideal load for ducks, geese 
and turkey. 

The Wesrsrn Xpert shell is equal in 
quality and performance to any quail and 


Western offers you the strongest line- 
up in the ammunition field. Exclusive de- 
velopments in rifle, pistol and shotgun 
ammunition—and a Big Advertising Cam- 
paign in the national publications that 
sportsmen read most, and in Farm Papers, 
Railroad Magazines and magazines for 
boys. 


Sell Western! It Outsells because it Outshoots! 
Write for the name of your nearest WesTERN jobber. 


WESTERN CARTRIDGE CO., 275 Hunter Ave., East Alton, Ill. 
Branch Offices: Hoboken, N. J., and San Francisco, Cal. 





Worlds Champion Ammunition 
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YOU can really do 
it! If you'll allow 





yen they COME; in th 










We will also send 
you color card and 
names of dealers in 








only thirty minutes 
for drying, you can 
paint your card tables with “61” 
Lacquer Enamel and they'll be 
ready for use when your guests 
arrive. But you don’t have to 
play cards or paint card tables to 
secure pleasure and profit from 
the use of “61” Lacquer Enamel. 

Think of the convenience of 





Painted by M. Stockton Mulford 


= q”” 


LACQUER ENAMEL 


An enamel finish for furniture, woodwork and floors 


produce any shade desired. The 


variety of colors is unl 


this amazing new lacquer! Per- ce 4 
haps someone is coming to visit st ” ee gnort© 
Ta rs t 
sche © eale yat 
xo thos ils 






all, you can have 
any colors or shades you want. 
If you do not find just the shade 
you wish in the very attractive 
“61” Lacquer Enamel colors, 
these are very simply mixed to 





It is durable 
waterproof. From every 
standpoint, it is the superior kind 
of finish you will want to use. 


Free QuarTeER-Pint Can 

Send ten cents to cover pack- 
ing and mailing cost and we will 
send you gratis a quarter-pint 
can of “61’’ Lacquer Enamel. 


Copyright 1928, P&L 


your vicinity. 

Only one free can selected from the 
following colors will be sent to any one 
household: Chinese Red, Rich Red, 
Orange, Yellow, Light Blue, RiggsBlue, 





















architects and sold 
ardware dealers everywhere. 


Pratt & Lambert-Inc., 114 Tonawanda 
Street, Buffalo, N. Y. Canadian address: 29 
Courtwright Street, Bridgeburg, Ontario. 





Fie 
"pe 4" FLOOR, 


The transparent floor finish in clear 
and colors, which stands the “ham- 
mer test.” You may dent the wood 
but the varnish wen't crack. It 
withstands the utmost in foot traffic. 


























surface and 
“Saxe veal ak 


PRATT & LAMBERT VARNISH PRODUCTS 
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Back Door Selling 





doesn’t it?—something some people 
suspect of their competitors. 

But it doesn’t mean under cover stuff 
—not at all. You might “suspect” anyone of it, 
so many people are at it. It just means getting 
out and calling on the people who are likely to buy 
a washing machine, a lot of paint, or—here we 
have it—builders’ hardware for 
a new home. 





These people may come into 
your store to buy. You may 
feel there’s no need to go out 
after them—you sell good mer- 
chandise at fair prices, you've 
been on the job for a good many 
years. That’s true—but if you 
have a competitor within 
twenty-five miles of concrete 
road... well, we heard of a 
dealer starting out to sell a 
washing machine not long ago. 
He didn’t sell the machine, but 
while he was in the neighbor- 
hood, far from his store, he saw 
a shabby house and sold seven 
gallons of paint; he saw a build- 
ing starting to go up, and he 
sold the hardware for it—then and there. 

Of course back door selling is not expected of you. 
That’s why it’s so good—it’s unexpected in the 
hardware business. People may buy brushes and 
books, magazines and motors at the door, but the 
hardware man who actually goes out and asks 
people to buy is a rarity—right now! If people will 
buy from a stranger at the back door, why shouldn’t 
they buy hardware from a neighbor—Good Hard- 
ware—Corbin — for instance. People are like that 
—you’ve got to ask most of them to buy. 

Let’s get down to cases. Take a look at this 
picture. Pretty good looking hardware, isn’t it? 
It’s made of Corbin’s Colonium or bronze metal. It 
cannot rust. It makes no streaks on painted wood- 
work, will not deteriorate. Certainly, it’s Corbin. 

Do you know of any Colonial houses where a 
new lock-set and perhaps some hinge straps like 
this one, would give a nice new touch to the door? 


Good Smet Deserve Good Hardware 


Tell them about it. Do you know of any new 
buildings going up in the neighborhood — homes 
which may want just this kind of builders’ hardware? 

Ask the owner; let him see this particular design 
—it’s right in every way—just like the old hinges, 
knockers, latches, catches and bolts they used to 
make in New England generations ago. 

Of course, this picture shows only one Corbin 
design—there are lots of them, 
lots of them —designs for all 
types of homes, items for every 
hardware need in each one, 
too. When you stock Good 
Hardware—Corbin—you can 
have designs tosuit any artistic 
soul, no matter how finicky. 


But that’s just one side of it. 
Here’s another. Corbin makes 
over 10,000 items—a complete 
line. And when we say complete 
we mean just that—complete. 
What does that mean? Well, 
it may mean one line only in 
your store—without any wait- 
ing for “‘want”’ items. 

One line, known thoroughly 
by all your people. One line— 
Corbin—that people know you 
carry. (There are people looking for Corbin stores 
—returns from advertising tell usso.) One invoice 
to check, one brand to inventory—no catalogues to 
wade through but one. No doubts about numbers, 
no question about small items—they’re all there 
complete, in the Corbin éatalogue, to order for quick 
shipment. One line—Good Hardware—Corbin. 

Each month Corbin advertises a selection of Good 
Hardware to suit a particular style of architecture 
—this picture is an example of what Corbin shows. 
It is sampling—showing buyers a design. Then the 
advertising tells what else Corbin has in the way of 
designs—about everything you could think of— 
and about all the items Corbin makes in various 
designs—many the consumer would never think of. 


We tell them about Good Hardware—Corbin. 


Do you tell them where they can get Good Hard- 
ware—Corbin? 
Do you ask them to buy it? 





P. & F. CORBIN * Satna 
1849 ‘gem adametnaasi 
The American Hard i 





Bi New York 
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Philadelphia 
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Hardware Men ! 


- —_ are two ways -both good - 
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As easy for you to SELL Lor e 


to merchandise that 


fast- selling’ 


“Tac oe 


eg 





Sgn, 





as for the Buyer to install « 


OME people like to buy ‘““Tac-Ezy” in 100-foot rolls—to weatherstrip several windows 
Se doors at one time. Others want to try it on a single window first, to see how it works. 
Either way, you have the ideal way to sell them. For ““Tac-Ezy” comes in standard cartons 
of just-right size. Instead of getting tangled up ina snarl of flimsy metal ribbon, you place a 


neat standard package on the counter . . 


And the Tacks for this job come, too. Wrapped up 
inside. Stout, copper-finished tacks, they are. The 
simple instructions are in the package, too. Anybody 
can understand them. In fact, everything's there but 
the hammer, and you can sell them that. 

You've seen lots of Weatherstrip, of course, but none 
like this. For “‘Tac-Ezy” is made of heavy 
spring bronze, hemmed on both 
edges for added strength; made 
to last. The tack-holes are 








punched clear through. The 
user simply measures his space, snips off the right 
lengths with a pair of ordinary scissors, and tacks it on. 


Now this “Tac-Ezy” is just a whale of a seller! Ask 
any hardware man that knows. It’s the “Ford” of 
Weatherstrips; priced for the masses; with quality 
enough for the classes; — and with a demand and an 








. easy as selling a package of tacks! 


appeal as wide as the world. To buy it — people need 
only to know about it. 
We're telling ‘em! All the force of a powerful adver- 
tising campaign directed to home owners, using proven 
mediums headed by the-Saturday Evening Post, is 
being applied to tell people about “Tac-Ezy.” We're 
asking them to buy now—to put it up this Spring and 
a Summer, and next Fall we'll 
bear down!.» » + + You can't 
afford to stay out of a good 
thing like this! Six hundred 
thousand feet were sold in one city alone last 
season without advertising. Think what the demand 
will be when the story gets across! All you'll have to 
do is show “‘Tac-Ezy,”—and wrap it up! 


We have a Special Introductory Offer you'll 
find interesting. Use the coupon below—today! 






















We are interested and would 
* like tohave you send us your ce il 


as 
Xa eo? Firm Address. . 

eo To GENERAL WEATHERSTRIP Co. 
a 5114 Penrose Street © St. Louis, Mo. 


Metal Weatherstrip for Doors & Windows 
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‘@clone’ 


‘6 Redjag x 


ed 
AND PRODUCTS 


Property PROTECTION ays 


"a CYCLONE FENCE COMPANY ‘e. 
WAUKEGAN ILLINOIS 






They Look for the “Red 
Tag”—the Mark of Quality. 


CYCLONE “Re?yJag” FENCE 
IS MADE BY FENCE SPECIALISTS 


THE NATIONALLY-KNOWN, FAST-SELLING 
LINE—THE BIG PROFIT-MAKER FOR YOU! 


Cyclone “Red Tag” Lawn Fence is not a known for years as the standard property 
side issue with the Cyclone Fence Com- _ protection fencing for every type of home. 
pany. This company manufactures nothing 

but fence. It is equipped to build fencethat | With Cyclone “Red Tag” Fence you are 


sells at the lowest possible price, not limited to selling roll fence for 
considering quality, and makes back yards. You can also sell 


: Ciiinate Residence Lawn Fence 
biggest profits for the dealer. tos teileetien dhdilans, aide te 
measure to fit your customers’ 
property. Send in measurements 
to the nearest Cyclone office and 
secure estimates for “Complete 





Cyclone “Red Tag’”’ Lawn Fence 
has established a national repu- 
tation because it gives the public 


maximum fence value. It is the at is ” . 

: wiseeassy! Fence” — with heavy tubular 
easiest fence to sell because — one «yg steel frame-work and malleable 
ple do not think of home fencing = EEA fittings. Furnished either gal- 


as they do of barbed wire, nails, A vigh-grade trash basket «~-«- WANliZed or painted green. 


or other common articles. They cod raaich  conmmmer. 
Baked green enamel 


are buying protection. They — *ms,,.¥2,2"¢.muus- Get your share of this profitable 
want Cyclone “Red Tag,” the big volume business. business. Write for catalog. 


CYCLONE FENCE COMPANY 
Main Offices: Waukegan, IIl. 


Works and Offices: North Chicago, Ill.; Cleveland, Ohio; Newark, N. J.; Fort Worth, Texas. 
Pacific Coast Distributors: Standard Fence Co., Oakland, 
Calif.; Northwest Fence & Wire Works, Portland, Ore. 
Direct Factory Branches in All Principal Cities 


(Cyclone 


Fence.-Gates 


© C. F. Co. 1928 
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Are you a NATIONAL Dealer? 


If not, join the ranks of 
this successful group today 


NATIONAL dealers throughout the country 
enjoy a steady volume of profitable business by 
carrying this quality line of builders’ hardware. 


Natienal 


Garage Hardware finds increased popularity with 
the trade each season. 


There is a garage set for every type and style of 
door. No. 817 Two-Door Trolley Garage Set when 
used in pairs will serve four doors. This set can be | 
used on either the inside or outside of the garage. 
Cross Section No. 853 Trolley Hanger 


iy saa mana ee Nos. 815 and 816 Three-Door Trolley Garage 


Sets are equinged with the 
No. 853 Ball Bearing Swivel. 
Hanger, which can be easily 
and quickly adjusted both 
laterally and vertically—a 
feature that is found in few 
other hangers. 

















Write today for complete 
catalog and further infor- 
mation about National 
Builders’ Hardware if you 
are not acquainted with the 
generous sales and advertis- 
ing cooperation given our 
dealers. 








Nos. 815 and 816 Three-Door Trolley Garage Sets 





National Manufacturing Company 
STERLING . ILLINOIS 
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This grinder will soon be in every home— 


The mystery that has surrounded the art of sharpening knives and scis- 
sors has been dispelled. Anybody with two hands and a little practice can 
now sharpen knives and scissors as well as a professional. It is no longer ne- 
cessary to work with dull tools; anyone, following simple instructions, can 
gtind any household knife or tool in about one minute and the edge will be 
correctly beveled just it came originally from the factory. No other machine 
selling anywhere near its cost is one-half as satisfactory as the 


PIKE BEVELRITE NO. 19 


The easy edge-maker for the home 


The perfected features of the Pike Bevelrite, which make grinding so easy for the 
inexperienced, are two adjustable bevel — working in combination with a beveled 
grinding wheel. Plainly marked Bevel Indicators enable the user to set the guides at 
the proper angle for grinding any edge. The Pike Bevelrite is not a toy or makeshift? 
It is a sturdy machine, well built and easy to operate. It will save time, money, worry, 
and wear and tear on all scissors and knives. No home can afford to be without one of 
these remarkable machines. It can be used with extreme satisfaction by housewives, 








milliners, dressmakers, barbers, cloth cutters, and in fact by all classes for sharpening 
BEVELRITE anything from a pocket knife to a butcher knife and from the tiniest manicure scissors 
GRINDERS up to large sized shears. 
will be displayed 
soe demonstrated Also made in two other models 
‘or the first time at 
the PIKE BEVELRITE No. 20 FOR THE BARBER 
— PIKE BEVELRITE No. 21 FOR HEAVY TOOLS AND KNIVES 
Exhibit, 
February 14-17. Be Write for literature and prices. 
sure to call at the ee La E 
PIKE BOOTH, PIKE MANUFACTURING CO. 
ENO Pike, New Hampshire, U. S. A. 
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Sheet metal serves increasingly the engineer- Sheets, Special § Sheets, Tin and Terne Plates 
ing, railway, industrial, and general construc- for every known purpose—and with highest 
tion fields. This Company is the largest and quality standards rigidly maintained. Sold by 
oldest manufacturer of Black and Galvanized leading metal merchants. Send for booklets. 






UMMM 


MERICAN 


eaten Products 


AMERICAN SHEET AND TIN PLATE COMPANY 
General Offices: Frick Building, Pittsburgh, Pa. 


DISTRICT SALES OFFICES:—CnicaGo, CINCINNATI Export Representatives—U. S. STEEL Propucts Co., New York City 
Denver, Detrorr, New ORLEANS, NEw YORK Pacific Coast Representatives — U. S. STEEL Propucts Co. 
PHILADELPHIA, PITTSBURGH, ST. Louts San Francisco, Los Angeles, Portland, Seattle, Honolulu 
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Brack 
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TRADE EXTENSION COMMITTEE 
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American Steel & Wire 


Company 


\ 


Z 


L 

































\ 
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oR 
ilions: 3k Snttiars know thar} 
quality of steel, regularity of 


twist, extra heavy galvanizing 
and firmness of barbs. 

The following brands are busi- 
ness builders for dealers: 


Baker Perfect 

Waukegan 

Ellwood Glidden American Glidden 
Lyman Four Point 


‘Write for catalog and prices 





American Steel & Wire Company 
Sales Offices: Chicago, New York, Boston, Cleveland, Worcester, 
Philadelphia, Pittsburgh, St. Louis, B Detroit, Cincinnati, 
Wilkes- ore, Kansas City, St. Paul, 
Oklahoma City, Birmingham, Atlanta, Memp Dallas, 

ver, Salt Lake City 
U. S. Steel Products Co., San Francisco, Los Angeles, Portland, Seattle 


“| 
49", Record Year 
for 


FULTON GUN 


——— 


y/ y Y 
j 


| Ai A New Leader 


in the Low Priced 
Gun Field 


} i aeuere seen everywhere have been 
pushing the Fulton Gun as a 
leader. Consequently, we have been 
forced to boost production nearly half. 


The Fulton Gun earned a gratify- 
ing profit margin in 1927—for deal- 
ers, jobbers and for us. 


With increased advertising and 
sales effort behind it in 1928, a new 
Fulton Record should be set. 


It has been and should continue to 
be a real attraction for the great 
mass of shooters who demand quality 
in a low-priced shotgun. 


In balance, workmanship, appear- 
ance and materials, the Fulton Gun 
far outranks its price. 


f At } 
/ 4 ty 


77} 
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HL 
Ht} 
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SPECIFICATIONS: 26, 28, 30 and 
32 inch barrels, bored to 12, 16 and 20 
=. x frame. Two triggers. Well- 
nished walnut stock, and hand-checkered 
half-pistol grip. 


If you'll ask for Catalog B86, 
we'll be glad to send you prices and 
full particulars of dealer relations. 


HUNTER ARMS :COMPAN*’ 


Fut Tron any Ec WwW vYvrorRK 
McDonald & Linforth 


Pacific Coast Representatives 
Call Building, San Francisco, Calif. 


Hunter Arms Company, Inc., Fulton, N. Y. 
Please send me full particulars as to Fulton Gun pric an 
Aealer relations, also Catalog B86. 
































HARDWARE AGE for FEBRUARY 9, 1928 








Wrarlin MODEL 38 


With an action no larger than your watch 














Order This repeater, with its amazingly simple com- easy to acquire. Made with slow and pains- 
from pact action—no larger than your watch—feels taking care by true artisans, the world offers no 
: Your : sweet in the hands of experienced shooters. greafer value than this 22 calibre Marlin. 
The pistol grip makes a perfect squeeze pull Can you show a man this gun if he asks to see it? 
Jobber 


The Marlin Firearms Co., 143 Willow Street, New Haven, Conn. 








They Must Have Them 


Winslow’s 
High Speed 
Rubber Rolls: 












Winslow’s Roller Skates equipped with High 
Speed Rubber Rolls give speed, and the boys 


and girls know it. 


Buy from us NOW—Sell to them. 


The Samuel Winslow Skate Manufacturing Co. 
Worcester, Mass. 


New York Sales Office and Warehouse 
85 Chambers Street 


WINSLOW'S 
Skates 


; DOMES of SILENCE 


Sell DOMES 
of SILENCE 
and Be Sure of 
a Real Profit 


Their reputation and 
known quality make 
them an outstanding 
value at 10 cents per 
set of four. 


Beware of cheap imi- 
tations in which the 
quality as well as 
your profits is sacri- 
ficed. 










Easy to buy 
Easy to apply 






21 Pearl St., New York City 








IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 








: We Fie: Bees; 


* & & e 
What Will It Be? 


THE 1928 METALCRAFT LINE 


of Children’s Vehicles and Specialties. Newest 
ideas conceivable at astonishingly low prices. 
FIRST SHOWING AT NEW YORK TOY FAIR. 
Be sure to see the Chief Seller of them all— 
LINDY’S “SPIRIT OF ST. LOUIS” 
AIRPLANE CONSTRUCTION SET. 


If you are not going, write for Catalog or Samples 











k METALCRAFT CORP, 4215-25 Clayton Ave., ST. LOUIS, MO. 


Now, More Than Ever Before 


it is essential that you study your 
Market Report carefully and con- 
sistently. Every important price 
change in the trade is recorded in 
these columns weekly. 


The MARKET REPORTS as found 
in HARDWARE AGE are the most 
authentic published. 


Use them as a buying guide. 
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HEY out-perform anything else 

on the sidewalk speedways 
where young America holds forth. 
And because they hit juvenile de- 
sires right on the head they MOVE 
from retail stores with unusual 
rapidity. Joy-Toy Velocipedes— 
smart in appearance—brilliant in 





color—possessing features that 
appeal to youthful fancies—are 


truly “natural” sellers. And the 
features that make Joy-Toys so pop- 
ular will also make profits for you. 


Take the Easiest Way! 
Stock JOY-TOYS! 



























<aKircus Horse 


OY-TOY Velocipedes are toys in name ot 
Built of heavy, selected materials—reinforo 
and strengthened to offset rough rider tactic 
they carry like a Circus Horse. With extra rid 
UP Joy-Toys do not gs DOWN—but will carry 
much as little legs can peddle. And long aftert 
original owner has graduated from the Velocipe 
class a Joy-Toy serves smaller brothers and sist 

as faithfully as when brand new. 

Send for the Joy-Toy Catalog listing the complete line of Joy- 


Toy wheel goods. And ask your favorite distributor to tell you 
all about the fast-selling Joy-Toy line. 


Visit Our Permanent Displays 








_ 
c 2 


—< 2. 
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GRA Y-WICK 


“Gray-Wick may cost a little more, but—it is worth it” 


This popular brand of Screen Wire Cloth has proved one 
of the best sellers on the market. 


It is extremely durable, being made from rust-resisting 
Open Hearth Steel produced in our own furnaces, The 
wire is drawn in our own mills and every operation is 
under our personal supervision. 


Gray-Wick carries an extra heavy electro zinc coating 
thoroughly enameled with transparent varnish. It gives 
wonderful service and absolute satisfaction. being known 
as the cloth of “Long Life.” 


It unrolls smoothly and lies perfectly flat, making it easy 
to apply. Has a pleasing Gray color. 


Your Jobber will supply you. 


12 Mesh, No. 33 gauge each way Our Other Brands of Screen Cloth 
14 Mesh, No. 33 gauge each way Cortland Black Enameled 
16 Mesh, No. 33 gauge filler White Metal Finish 
No. 34, gauge warp Wickwire Premier 
18 Mesh, No. 34 gauge each way Wickwire Bronze 
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ATKINS 


Cross Cut Saws 
Cut Better 


When a man uses a Cross Cut Saw he must have 
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the easier, faster cutting the ATKINS insures. 
He knows what it means to have the saw hold 
its edge longer. SILVER STEEL is the best 
material for saws. It is tempered and ground 
to cut faster and last longer. Costs you no more 
than cheap unknown brands. 

' The ATKINS name the blade of any saw 
mean cp mae ney a ad hoes saving. “It pays 

o buy better tools.” 

re your jo dae for One-Man ATKINS SAW 
No. 390. 


Write us for Cross Cut Saw Book and 
“Saws on the Farm” 























E.C.ATKINS & CO. 


857 THE SILVER STEEL SAW PEOPLE 


en no Office and Fectony, INDIANAPOLIS, INDIANA 
Canadian Factory, Hamilton Ont orn 
Machine Knife Factory, Lancaster N.Y. 


Branches Carrying Complete aintincdibidaee ities: 
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In This Issue 


ARDWARE AGE pre- 
H sents in this issue thirty- 

two pages printed in 
colors to bring before the hard- 
ware trade the new development 
—Color in the Home. This 
powerful influence has been 
growing steadily for a consid- 
erable time. Manufacturers have 
more and more been realizing 
that its sales value is something 
to be reckoned with, and Harp- 
WARE AGE ts the first to present 
this merchandise in its full col- 
orful appearance. Keep abreast 
of the new developments in the 
trade through HarpwareE AGE. 


Read What They Say 
About Us: 


You will find inclosed my subscrip- 
tion to HARDWARE AGE. /t is a great 
magazine and I read it from cover 
to cover every week. 

RatpH W. WHiITtzE, 
37-20 20th Street, 
Jackson Heights, L. I. 





Find inclosed check for two years 
for your wonderful HARDWARE AGE. 
(Signed) C. D. Stewart, 
Vandalia, Iil. 


Inclosed find my check to cover 
subscription for 1928. I have en- 
joyed every issue during the past 
year. I would hardly know how to 
get along without the HARDWARE 
AGE. 

(Signed) C. F. Vorues, 
Columbus, Ohio. 
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Forty-three per 
cent of firms that 
suffer destructive 
fires and loss of 
records never re- 
sume business— 
Safe-Cabinet pro- 
tection will assure 
the safety of your 
records—after 
YOUR fire. 


At the End of the Day— 
POSITIVE PROTECTION 


URNED records in the night caused irreparable fi- 
nancial losses to many businesses last year. In 
' Safe-Cabinet, Remington Rand offers positive protec- 
tion against this non-insurable risk, protection certified / 
and tested in hundreds of actual fires. 

Safe-Cabinet is but one of many Remington Rand 
products provided to promote and protect your profits. 
Remington Rand offers to business over forty-six thou- 
sand different products from twenty-eight modern fac- 
tories. More than fifteen thousand skilled workmen are 
continuously employed in these factories, and over four 
thousand sales representatives are serving business. 

One of these men is as near as your telephone, ready 
to serve you at your call. Remington Rand Business 
Service Inc:, 374 Broadway, New York. 


Remington Rand 


BUSINESS SERVICE wc. 


REMINGTON - KARDEX - RAND : SAFE-CABINET 
DALTON: POWERS - KALAMAZOO 
BAKER-VAWTER - LINE-A-TIME 
LIBRARY BUREAU 
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TRADE WINDS 


By Llew S. Soule 











Color—There Is No Conflict Between Beauty and Utility 


OLOR is the music of sight. Its tones appeal 
to the eye as melody appeals to the ear. 
There is as much harmony in a beautiful 
color combination as there is in a great musical 
composition. From the cradle to the grave we live 
under the subtle, yet powerful influence of color. 


Nature sells her wares through a kaleidoscope 
of color. She illustrates the renewal of life in the 
spring by generous splashes of green, interspersed 
with the glorious pinks, yellows, purples and vio- 
lets of spring blossoms. The change from the 
dull drabs of winter reacts strongly on the spirits 
of men. Through the long summer she varies her 
tints and shadings, ending in the fall with a verit- 
able riot of color designed to offset the thoughts 
of the passing year, and prepare us for the glisten- 
ing white of the first snow. 


Nature delights, attracts, repels or conceals 
through color. It is said that the colors of the 
rose first attract the bee, whose real mission is the 
gathering of food; that in those flowers not suit- 
able for honey, colors unattractive to the bee ward 
him away. The chameleon lying on the branch of 
a tree assumes the color of the bark and thus passes 
unnoticed by its natural enemies. The coat of the 
stag blends ideally with the autumn foliage, thwart- 
ing the hunter. The white coat of the ermine is 
almost indistinguishable against a background of 
snow and ice. 


And color wields a potent influence over the 
moods and passions of humans. Certain colors 
inevitably create joyous thoughts, others subcon- 
sciously warn of danger; still others bring gloom 
and depression. An attack of the “blues” is so 


called because of the effects upon the human mind 
of certain shades of blue. 


Physicians have long recognized the subtle effects 
of color on the minds and bodies of the sick. Cures 
have been effected largely by changing the wall 
paper or the color tints of the rooms in which the 
invalids lay. 


Color is a powerful factor in the building of 
sales, since the great bulk of buying is done 
through the eye, and color dominates the eye. 
One page of a catalog on which the items appear 
in colors has ten times the sales appeal of a 
similar page in black and white. It would seem 
that the color makes the items appear more real 
and thereby more attractive, putting life into their 
appeal. 


And so color is coming more and more into the 
home; not merely to be reflected in the curtains, 
draperies and hangings of living rooms and cham- 
bers, but in the humble kitchen as well. After 
all, the kitchen is where woman reigns supreme, 
and woman is peculiarly susceptible to color. She 
revels in a bright, clean kitchen with its artistic 
floor covering matching the colors of the walls 
and furniture. She thrills at sight of a gas range, 
kitchenwares, cutlery and accessories enameled to 
harmonize with her pet color scheme. 


It took the world centuries to realize that there 
is no conflict between utility and beauty; that a 
red-handled stew pan will cook as well as its 
plainer predecessor; but we know it now. Also 
we know that the woman of today is the buyer for 
the home, and in her hands the family budget is 
never color blind. 
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Here is the window display of the P. N. Harley Hardware 
Co., Waycross, Ga., and, from left to right, Paul N. Harley, 








Jr., Paul N. Harley, Sr. and James Harley. 





Sell the Kiddies on Yourself— 


On Your Store and Then on Your Toy Department, 


Says Harley 


ELL the kiddies on yourself, on your store and then 
on your stock of toys, says Paul N. Harley, Jr. If 
you sell the children in this way, they will sell their 

parents themselves. In fact, when a child is thoroughly 
sold on you, your store and on some specific toy item, 
the average sale is about completed, says Paul. A child 
desiring a special toy to be bought in a certain store from 


a certain person in that* store can hardly be detoured 
from just that procedure. 

Paul and his brother James are the active heads of the 
P. N. Harley Hardware Co., Waycross, Ga., a business 
founded twenty-five years ago by their father, Paul N. 
Harley, Sr., now active as the president of the First 
National Bank in that city. Though the senior Mr. 
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Outstanding Toy 
Displays 


HIS toy display fea- 

tures the  six-room 
doll apartment, with the 
Arcade toy bathroom and 
kitchen sets. 


The large photo extend- 
ing across the two pages 
is that of the Geo. Krause 
Hardware Co’s display of 
electric trains and their 
accessories. The scene 
depicted was an elaborate 
and attractive one and 
was executed in the most 
careful and minute detail. 
That it was a profitable 
effort is assured by the 
fact that thousands were 
attracted to the store to 
make their toy purchases. 


*~ ’ 











Harley is devoting most of his efforts to banking, the 
two boys wisely draw on his extensive experience in 
retailing to help them solve the many problems of present- 
day merchandising. 

Toys have become a hobby with Paul, Jr. He finds 
the problems of toy retailing kindred to those of other 
departments, with the qualification that he gets a little 
more kick out of toys. As he explains it: 

“We have been handling toys for several years. Each 
year our volume shows some increase, and as our expe- 
rience guides more accurately each year we find our 
net profits becoming more attractive. We watch the toy 
market, note the trend of preferences locally and nation- 
ally. At the present time we find a very decided and 
increasing preference for the better quality toys. The 
majority of customers want the best grade and expect 
to pay a little more for such quality. At that we are 
conscious of our obligation to those of modest means 
and cannot afford to overlook the patronage and good 
will of those who by necessity must choose the lower 
priced articles. We endeavor to give equally satisfactory 
service to all toy customers. 

“Toys are easily displayed. It is simple and very in- 
teresting to work up unique windows on toys. You can 
portray miniature scenes suggesting a family at home, 
a group on a picnic or fishing, serving tea, or what not, 
using the juvenile equipment and dolls. The public 
always shows a little extra interest in a display of toys. 








“We find a revolving window pedestal very efficient 
for showing dolls. During the Christmas season we find 
an old electric fan motor very useful in making an anit 
mated Santa Claus. We gear up the head or arms to thé 
fan motor and have a moving display. During the fish- 
ing season we often make up a scene showing a doll of 
two fishing. With the old fan motor geared to the doll’s 
arm and fishing pole we get some action. 

“A young lady in our store has proved a very wise 
move, particularly in selling the women. She is probably 
most useful in the toy department and has the ability 
to win the hearts of the kiddies because she is interested 
in them and they seem to sense that the interest is 
genuine. You would not fool children on that score; 
they seem to have an extra sense when young and quickly 
detect make-believe sincerity. When selling toys the 
merchants must remember that the children wanting toys 
today are the men and women of tomorrow, who will 
want paints, tools, housewares and many other goods in 
your regular hardware stock. 

“Though a large part of our toy trade is done in 
November, December and January, there is some toy 
business every day. During the holiday season men- 
tioned we, of course, augment our stock and give extra 
display, advertising and selling attention to toys and dur- 
ing those three months are selling toys all day long. 

“Tf there were more room available, we would feature 

(Continued on page 127) 
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Production Versus Distribution 


« * 8 


By Saunders Norvell 


R. GEORGE E. ROBERTS of the National 

City Bank of New York has written a most 

interesting pamphlet based on the census figures 
of 1925. This pamphlet is written very clearly ; it is not 
technical ; it brings up certain facts that every intelligent 
business man should know. The basis of this analysis of 
the census figures is that the great prosperity of this 
country and our high wages are directly the result of 
increased production. After reading this pamphlet you 
will be convinced that in the production of goods the 
American manufacturer—by good management, backed 
up by the increased efficiency of the workman—has 
achieved remarkable results. These results are all indi- 
cated by the percentage figures given in this pamphlet. 
To put the matter in a simple form: The*manufacturers 
in this country have been able to pay and keep on pay- 
ing increased wages because employees have produced 
more goods.- This production has not only been the 
result of more efficient work on the part of the em- 
ployees, but it is also the result of scientific studies 
being made in industries. We have learned how to do 
things better. In manufacturing, we are doing things 
the best possible way ; there is good management; waste 
of time and material and energy have been reduced; 
economies have been put into effect ; improved machinery 
has been installed—all this has resulted in a large in- 
crease in production, per individual employee, and, of 
course, this means a reduction in the cast of production. 


* * * 


During the period between 1899 and 1925 hours of 
labor have been reduced about eighteen per cent, and 
in the face of this reduction in the hours of labor there 
has been a great increase in production. To attempt 
to follow the argument of Mr., Roberts’ pamphlet would 
take a number of pages in this magazine. Already my 
articles have ‘been too long. In future I propose to 
keep them to a limit of just two pages—one can have 
even too much of a_ good thing! Therefore, I recom- 
mend that you write to the National City Bank and get 
a copy of this pamphlet. There will be no charge. It 
will pay you to study it carefully. I consider it one of 
the best things I have read—on what has been accom- 
plished in production by the manufacturers of this 


country. 
* * * 


Now, on the other hand, after reviewing the great 
accomplishments in production, when we turn to dis- 
tribution, we are appalled with the situation. Never 
before in the history of the country has it cost as much 
to distribute goods, both in a wholesale and retail way, 
as it does at present. The major problem before the 
business men of this country today is to reduce the cost 
of distribution. Most of us can allow our factories to 
continue to run under their present management; we 
can feel safe with the good work that is being done 
by our factory employees. Speaking generally, most of 
us have nothing to worry about in the manufacturing 
ends of our business. But when we turn to distribu- 


tion and study the costs of distribution; when we see 
all the mistakes and foolish things that are being done. 
In distribution the American business: men. must put 


forth their very best efforts to bring about a better 


condition of affairs. 
* * 


Just yesterday a jobber told me that a certain vacuum 
cleaner manufacturer sent him a “missionary” to work 
with his salesmen. Upon inquiry it developed that this 
“missionary” had never sold anything in his-life. He 
was going to college; his father died, and he was called 
upon to help with the family income. Through a friend 
he secured the job of salesman to represent this vacuum 
cleaner company; and with one day’s instructions he 
was turned over to this jobber to travel with his regular 
salesmen—to help sell vacuum cleaners. This young 
fellow turned in a daily report to the sales manager of 
the jobber. The first day’s report indicated nine calls. 
Opposite the first call was written: “BUYER WAS 
OUT,” and then under this call, on the following eight 
calls, he dittoed the same report. This young man was 
certainly in hard luck to call on nine buyers and find 
every one of them out. The following week, another 
special salesman reported from the same vacuum cleaner 
company. Upon inquiry it developed that he had been 
a butcher; he had never had any experience as a sales- 
man; he was an unsuccessful butcher ; he had failed as a 
butcher, therefore he secured a job as “missionary” to 
the vacuum cleaner company to help the jobber salesman 
sell vacuum cleaners. Naturally his results were nil. 
These two “missionaries” had a drawing account of 
thirty-five dollars per week, and they were permitted to 
charge up their expenses which were, at least, thirty- 
five dollars per week more. The chances are that these 
“missionaries” cost about seventy-five dollars per week 
each. Can you imagine any greater waste? Can the 
profits in the vacuum cleaner business stand such 
waste ° 

* * * 
Another jobber told me a very similar story about 
“missionaries” who were turned over to him to sell 
washing machines. As a‘matter of fact, I hear stories on 
all sides of inefficient, untrained men being hired and 
dumped on jobbers to use as “missionaries” in selling 
goods. To my mind, this situation is the most absurd 
of all the follies in distribution that are taking place in 

the United States today. 

* * * 

About a year ago I coined the expression in one 
of my articles in HarpwareE Ace—‘“Profitless pros- 
perity.” In fact, this was the subject of an article. 
This expression seems to have caught on because I see 
it being used by other writers in many articles. I also 
hear it used in addresses in conventions. The one 
thing we read in all of the trade journals is that the 
present business situation is characterized by consider- 
able volume of sales with a diminishing return in the 
way of profits. The explanation of this situation is 
keen competition, and this keen competition is brought 
about by excessive production; by a market that does 
not seem to be able to consume this production; and 
back of all this intensive and foolish “gelling drives.” 

* * * 


If volume in sales starts slipping, the heads of busi- 
nesses become excited and nervous ; their judicial calm is 
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disturbed; they become gun-shy; they “see things” ; 
they are ready to believe and swallow any report that 
comes to them about what is being done by their ,com- 
petitors. Many leaders of business, instead of using 
quiet, calm, good judgment, «beneath* the surface are 
worried. They hesitate to secure a normal night’s rest 
of eight hours—for fear that one of their competitors, 
while they are sleeping, may put something over on 
them. In this state of mind salesmen are lined up and 
instructed to go out and get business and to get it. They 
are given quotas; they are given to understand that 
these quotas must be obtained. Everything known to 
the arts of high-powered sales-managing is done to put 
these salesmen “up on their toes,” so when they go out 
they will send home the bacon. So this army of sales- 
men, shortly after the first of the year, is turned loose 
on the retail trade of the country. Now what is hap- 
pening? Generally speaking, the retail business the last 
two or three months has not been any too good. A great 
many retailers are thinking about a good many other 
things besides placing large orders for goods—for either 
present or future shipment. The retailer has a few 
troubles of his own. Now, of course, when this army 
of salesmen strike the retail trade and start their efforts 
to fill their order books, naturally the question of price 
of goods frequently arises. The retail buyer is a bear 
on prices. He naturally wishes to pick up all the extra 
fives that are lying around loose. All of the pressure 
upon the salesman is for lower prices. No reasonable 
man will blame the retailers for trying to buy goods 
just as cheaply as they can. 


* * * 


However, many of this army of traveling salesmen 
who have just been turned loose are not seasoned vet- 
erans. Many of them are still happy in their youthful 
illusions. They have not become “hardboiled.” When 
the, retail buyer laughs at-them about their prices and 
tells them to write home and get posted; when the re- 
tailer allows them to pass on without placing an order, 
then these salesmen are very downcast and very blue. 
They hie themselves to the writing room of the hotel 
and indite long letters to their sales managers about 
prices. They write about all the cut prices they have 
heard of. All over the country today jobbers and man- 
ufacturers are receiving tons of literature from their 
salesmen on the subject of cut prices; lots of time is 
being taken up writing about these prices; hundreds of 
dollars in postage stamps are being used up carrying 
messages to and fro on this subject. When salesmen 
find that business is not coming quite as fast as they 
wish it, they decide immediately their competitors are 
cutting prices. When some manufacturers see that their 
orders are not coming as fast as they expect—they also 
conclude that something is being put over them by this 
unholy competitor of theirs. Many in the trade, by 
reason of this situation, are getting into a state of 


“nerves.” 
* x * 


Naturally, an efficient sales manager should not ignore 
letters of his salesmen on the subject of cut prices; but 
when these reports are followed up, some very interest- 
ing facts develop. Let me tell of a case or two that 
recently came under my observation. 


* * * 


A manufacturer’s salesman wrote to his sales manager 
that a jobber’s salesman had informed him that a cer- 
tain dealer (he proceeds to give name and date) had 
informed him that he was quoted a seven and one-half 


per cent cut price on a certain line of goods. This 
salesman was quite sure this price had been quoted 
because this retail merchant, while he bought these goods 
from this jobber last year had not placed an order with 
their salesman this year. The salesman seemed to think 
this was prima facie evidence ; then an investigation was 
set on foot. A report was obtained, not only from the 
retail merchant himself, but also from the jobber sales- 
man of what had happened. Now here is exactly what 
did happen: The jobber salesman quoted and the retailer 
asked him for an inside price on this line; the jobber 
salesman said he had no authority to make an inside 
price. Then the retail dealer replied: “I believe I can 
get an inside price of seven and one-half per cent from 
a certain salesman from a certain house. I am quite 
sure I can get it, and I propose to hold my order until 
this salesman comes; and if he will then give me this 
seven and one-half per cent, I will place my order with 
him.” (Please notice the “if’s.”) So the price was 
based on a supposition, and on the strength of these “if’s” 
the manufacturer salesman tells his sales manager that 
the jobber salesman received a cut price and had not 
given him the business. Just as a result of these con- 
versations there was a whole lot of correspondence be- 
tween the jobber and the manufacturer; between the 
manufacturer and the salesman; and the jobber and his 
salesman. If I should estimate the value of the time 
lost in this correspondence I should put it at not less 
than one hundred dollars; this amount covering the time 
lost to the manufacturers, jobbers, salesmen and re- 
tailer. Of course, at the finish the entire situation turned 


out to be absurd. 
* * * 


Here is another interesting case: A certain salesman 
in the West called on a customer and happened to find 
among other items a lot of a well-known brand of files 
on his “Want list.” ‘What is your price” (discount is 
quoted). “Your price is all wrong!” “Surely you can- 
not do any better than that?” “I certainly can. J will 
give you my word that just a month ago, when I was 
in a certain jobbing house in a certain large city in the 
East I bought these files from a jobber at a certain dis- 
count” (discount named). (This discount was just ten 
per cent less than the price quoted by the salesman.) 
“That is exactly the cost here in my catalog.” “I don’t 
know about that, but. J give you my word of honor that 
I bought these files at that price.” “All right, if the 
other jobber can sell at that price, we can, too—I will 
take your order.” (Order is taken.) Later the sales- 
man received a request from his sales manager for his 
reason for making this low price. - Salesman writes the 
story to his sales manager; sales manager reports facts 
to the factory; factory takes up the matter with the 
western jobber, and then the facts develop that this 
merchant did call on the jobber and did buy files, but 
did not buy this high-grade file—he bought a second- 
grade file at the price the retailer stated to the salesman ; 
he placed quite a large order for the lower grade files. 
This jobber, however, happened to be out of three or 
four of the sizes ordered and, with the purpose of filling 
the order completely, he put in some of the well-known 
high-grade files where they were short. On the invoice 
the second-grade files were billed; nothing was said 
about sending the high-grade files—but a memo- 
randum was made by the stock clerk on the order that 
these other files had been sent. Based on this situation, 
this retail dealer gave the salesman his word of honor 
that he had bought the high-grade files at this discount. 

(Continued on page 126) 
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The Miller Hardware Co., Olean, N. Y., makes use of open display table to merchandise sporting goods. Note 
accessibility in these two photos. 








Sporting Goods Are Always in Season 


WO young men in charge of the sporting goods 

department of the Miller Hardware Co., Olean, 

N. Y., are giving the sport loving people of that 
city a complete, courteous and intelligent service. A. E. 
Ewing, president of the firm has 
a policy of hiring young men and 
working with them to the point 
where they can stand on their 
own feet and operate departments 
in the business. H. F. Park and 
John Hellwege are the two young 
men who have built up the sports 
trade. 

Practically every football, base- 
ball and basketball team in the 
section depend on this store and 
on one of these fellows supply- 
ing uniforms, balls, and other 
necessary equipment. . Every 
team, club, and other type of 
athletic organization receives a 
personal call from Park or 
Hellwege. These men have taken 





A. E. Ewing 
President, Miller Hard- 
ware Co., Olean, N. Y. 


a definite interest in the sporting activities of Olean, 
attend the games when practical, know the players, keep 
posted on the position played by each, their records and 
know the scores of important matches. In other words 
they fit directly into Olean’s sporting picture, and in 
doing so make friends for themselves and goodwill for 
the firm. 

When we visited the store recently Mr. Hellwege was 
making up a chain for the linemen who would officiate 
in a coming football match. He drilled the necessary 
rod, measured the chain accurately and completed the 
job while the much pleased customer waited. The cus- 
tomer happened to be the coach of the largest local foot- 
ball organization and it is no mystery to us to understand 
why Hellwege can be counted upon to bring home the 
orders when he calls on team buyers for that purpose. 
He gives the well known “service”, a much abused term 
but nevertheless the keynote of a successful retail store. 

Though the bulk of the heavy orders are obtained by 
personal solicitation the company has found three open 
top display tables very efficient for the display of even 
the bulky football items. It has been found that sports- 
men enjoy handling and even fondling sporting equip- 
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ment. The open display not only permits access to the 
stock but actually invites the interested party to pick 
up any item, look it over and figure out just how useful 
it would be.if-_ purchased. Each year when team business 
is placed the individual members of the team will be 
interested in knowing just what kind of equipment has 
been ordered. They make a practice of visiting the 
Miller Hardware Co. sport goods department where they 
can see for themselves just what has been ordered. Fre- 
quently team requirements in the equipment line are 
not complete enouglto satisfy individual members. The 
open top table again becomes useful in that it enables 
such prospects to look over the stock and select for his 
own personal purchase anything not included in the 
team equipment. 

Young boys playing at any of the outdoor games will 
lie awake nights dreaming of the equipment they hope 
to own. These little fellows will not likely have the 
money for complete outfits at one time but they are 
good customers and receive every consideration from 
Park and Hellwege. They come in during the football 
season in groups of four or five. One boy wants head- 
gear another shin guards, or still another has only the 
price of a nose guard. Between them they buy a good 
order. They pool their financial resources and purchase 
a ball. In a few weeks one of them has gathered a few 
more pieces of change and if taken care of properly 
will return to the store for additional equipment. Mr. 
Hellwege is very keen on this phase of the business and 
urges every hardware man to play ball with these young 


players. He makes them feel they are welcome, offers 
advice on the investment of available funds and en- 
courages their desire to play. As he puts it, “Only a 
few years and these boys will be wage earning men of 
this community. If they develop early a taste for the 
outdoor sports they will continue to play in later years. 
Each year their earning and naturally their buying 
capacities increase. The net result is we are building a 
permanent sport goods business.” 

Whenever winners of recént contests come in the store 
or are seen outside the Miller boys offer congratula- 
tions. The firm contributes to sport funds and in every 
way possible identifies itself as a factor in the local sport- 
ing activities. 

An important phase of the sporting goods field is 
covered in a few remarks from President Ewing, who 
says: 

“There is always an active sale for something in the 
sport goods department, some group of outdoor sports 
are always in season. As baseball wanes football becomes 
popular. When both have become history for the year 
indoor sports become active and there is basketball, volley 
ball, indoor baseball, indoor tennis and gym drills. 
Tennis and golf are played nearly all year. Golfers 
think nothing of rain or snow. Each of these sports 
requires equipment for full enjoyment and all of the 
equipment needs some frequent replacement.” 

Mr. Ewing has the true merchandising angle on sport 
goods and the two men in charge of this department are 
doing a very thorough and constructive job. 
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aking Hardware Windows 


“STEP OUT” 


floor polishes and the related equipment may be 

profitably employed by any hardware merchant, 
with the cooperation of his neighbor merchant or mer- 
chants handling furniture and rugs. 

The illustration accompanying this article is one in 
which a high point has been reached in handling this line 
of merchandise. M. W. Haynes, display manager for 
Duncan & Goodell Co., Worcester, Mass., who matle this 
outstanding example, realized that the way to do so was 
to show the service the line would render. Borrowing 
the properties that made up the tasteful interior from a 
fellow merchant in the furniture line, giving him the 
benefit of a courtesy card in the window, he succeeded 
in taking the polishing materials and equipment out of 
the ordinary plane and putting them right in the fore- 
front of attention-compelling goods. 

This courtesy may be reciprocated. Items from your 
sporting goods department will come in handy when the 
other fellow wants to put in a window of the imaginative 
kind. 

Stich a display as this should be easily available for 
the hardware store. It should be a very satisfactory 
arrangement for the furniture man to have his merchan- 
dise so advantageously presented, provided, of course, 
that the courtesy card is given good prominence. You 
cannot lose any prestige by doing this, as the reaction 
in the spectator’s mind is one that inspires favorable 
comment. 

A treatment of this kind is not confined to the lines 


\" unusual handling of a window display featuring 


Suggesting an Unusual 
Treatment of Floor Polishes 


mentioned, but may be applied to many others in the 
hardware store. One hardware merchant, to show his 
line of garden tools, built an elaborate rock garden, with 
paths and lily ponds to set it off, and was rewarded by 
crowds of people looking at the display at all hours of 
the day and evening. Incidentally, but very important, 
the garden tool sales went up accordingly. Lawn swings 
and’porch furniture may also be very appropriately and 
profitably used for this type of window display. 

Lacquers and paints are lines which lend themselves 
well to treatment by the imaginative display man. There 
are other lines, but since we are talking to imaginative 
display men it is unnecessary to enumerate them. 

There is a great temptation to crowd the window dis- 
play, but in a window of this kind it is absolutely fatal 
to‘its success. These displays are well worth while, at 
least once every so often. They are the kind that the 
large stores employ, and the display men for these big 
stores must show a “dollar and cents” result from their 
efforts. 

This idea is presented in HARpware AGE with the 
earnest suggestion that it be tried out. It is not enough 
to read and comment on these various departures—they 
should be put to work as prestige builders. The hard- 
ware display man has at his disposal quite as many suit- 
able items of merchandise as any other store has. It 
simply remains for him to use his inventive abilities to 
arrange an unusual setting for them. The public is 
quick to respond to these good looking displays and to 
spend its money with the forward looking mechant. 
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Color Accelerates 
Oil Stove Sales 


By A. H. Dreher 


the more colorful, higher quality oil stoves— 

white porcelain enameled complete ranges with 
built-in ovens, and light-colored stoves with lacquer 
finish—were being received by dealers and by the con- 
suming public, the writer made certain inquiries that 
brought out a number of facts of considerable signifi- 
cance to the ‘hard- 
ware trade. 

Here was a com- 
modity in which 
“color” was playing 
an important part. 
The difference be- 
tween the old and the 
new oil stoves was 
literally as great as 
the difference _ be- 
tween black and 
white. How was this 
revolutionary depar- 
ture in the design 
and finish of a utility, 
common to practical- 
ly all rural homes, 
being received, and 
what effect would it 
have on hardware dealers’ sales and profits? 

The first reaction of some dealers was unfavorable. 
“They are beautiful stoves, but too high priced for my 
customers,” was the hasty conclusion of some merchants. 
But almost immediate subsequent developments proved 
that they had failed to estimate their markets correctly. 

Although the fine new oil ranges, resembling in ap- 
pearance the finest gas and electric ranges, were a radical 
change from the oil stoves of the past, and although 
with their built-in ovens and porcelain finish, the ranges 
were priced very much higher than the average price 
of oil stoves, dealers who displayed them found im- 
mediate buyers. Even though it was what had generally 
been regarded an “off season” (fall and winter) for oil 
stoves, it was impossible in many cases to keep sample 
models on display because customers demanded imme- 
diate delivery. 

That color in modern household equipment is a very 
definite demand and that when a commodity is pleasing 
to the housewife’s desire for more attractive and more 
convenient utilities, price alone will not deter her from 
purchasing it, were the inevitable conclusions of the 
investigator. 

That the modern home-manager will find a way to 
finance the purchase of an up-to-date article that she 


We H the object of determining specifically how 





Color and higher quality in oil stoves resulted in immediate improvement 
in sales, definitely proving, also, that they can be sold the year around. 


desires and needs, even when subnormal business con- 
ditions prevail, is indicated by the alacrity with which 
many of them bought these new oil ranges at a time of 
the year when they had previously been in the habit of 
“laying up” their oil stoves for the winter. And that 
is another thing discovered by some hardware merchants 
—that the modern liquid fuel stove can be sold the year 
around, for more and 
more every year 
these stoves are 
being kept in use in 
the winter as well as 
in the summer. 

“My customers 
will not pay that 
much for an _ oil 
stove,” was the ex- 
pressed opinion of 
many dealers and 
there was only one 
thing for the manu- 
facturer’s salesman 
to do—show the 
dealer that he was 
mistaken. In many 
such instances solici- 
tation of house- 
wives who were regarded as good prospects for the 
sale of oil stoves in spring brought about immediate 
sales of far greater unit value and greater profit to the 
dealers than would have been the case if the ordinary 
oil stoves were to be sold a few months later. 

Typical of the profit possibilities afforded by new and 
more colorful household equipment is the experience 
of a dealer in a small town where business had been poo:. 
This dealer protested that the new light-colored stoves 
and ranges were too high-priced to be sold in his terri- 
tory. His oil stove profits for the year had been only 
$180.00 as compared with $338.00 in 1925 and $227.00 
in 1926, and the season was over so far as he was con- 
cerned. The salesman prevailed upon him to order one 
of the new ranges for display purposes. 

A de luxe white porcelain model oil range was in the 
display window less than a day when it was sold. In 
a few days he sold three more. His profit on the four 
oil ranges was approximately $195.00, and his 1927 oil 
stove profits showed a gain instead of a loss over the 
preceding two years, with a total profit of $375.00. 

The significant feature of the way this dealer’s oil 
stove profits were rescued is the fact that in 1925 the 
sale of 36 units to 36 customers brought him a profit of 

Continued on page 94 
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The Trend in Hand Tools 


By Fayette R. Plumb 


The industrial development of the last 
few years is providing a much wider mar- 
ket for tools than formerly existed when 
the hardware merchant looked upon the 








Fayette R. Plumb 
Pres. Fayette R. Plumb, Inc. 
Philadelphia 











mechanic as the only important tool buyer. 
The use of automobiles has made mechan- 
ics out of a great many householders and 
people engaged in general occupations. 
This applies not only to the work they do 
on the car itself, but to the use of tools 
like hatchets and hammers in connection 
with the camping activities which the use 
of the automobile has so largely stimu- 
lated. The introduction of mechanical de- 
vices into the homes to say nothing of 
radio sets, provides many needs for the 
use of tools that did not formerly exist. 
‘Our experience is that the average hard- 
ware retailer does not realize that the time 
has passed when “any tool is good enough 
for a householder.” 

The second point is connected with this 
development. It is natural for any pur- 
chaser to pick out the cheapest article of 
any kind when he knows nothing of the 
reasons why a better article is worth the 
higher price. The increased use of price 
tags and display tables has naturally in- 
creased the sale of lower grades of tools 
and many retailers assume that because 
the average buyer will take a low priced 
article when the price is all he is told 
about it, and this is what he wants or even 
what he should buy. Tools sold in this 
way are unprofitable. The man who has 
the money to buy an automobile even on 
the installment plan or a radio set or a 
washing machine, can certainly afford to 
pay the price of a good tool that will last 
him for years. There would not be nearly 
so many automobiles or radio sets or wash- 
ing machines or electric refrigerators sold 
if there were not active, intelligent selling 
efforts behind them which arouse the pur- 
chaser’s desire to possess them. If the 





hardware salesmen for the wholesalers and 
the retailers will learn for themselves and 
point out to purchasers why good tools are 
worth the difference in price, they will find 
it surprisingly easy to sell them. They 
will thereby not only add to the profits of 
the business they represent, but also to 
their own reputation and the reputation of 
their concern. The pride of owning a tool 
with a well known brand, the better work 
that the user can do with it, and the long 
life represent a value to the user far in 
excess of the general difference in cost. 
Teach a customer to want a good tool and 
he will pay the price just as he does for 
other things he wants. 


By William M. Pratt 


Pres. Goodell-Pratt 
Greenfield, Mass. 


The tool business is all right. It is one 
of the most necessary businesses in this 
country today. We are living in a 
mechanical age, we are doing everything 
possible by mechanical means, and the 
machinery and equipment therefore can- 
not be made, operated, or repaired without 
mechanical tools of many kinds and sizes; 
and one of these days the tool users of 
the country are going to weigh the quality 
of tools they buy; they are not going to 
be influenced by price only; and mer- 
chants of every description will hesitate 
before offering to their clients mechanical 
tools of any description unless they are 
convinced that these tools are capable of 
performing the work for which they were 
primarily intended. 

The province of a tool is to perform a 
certain function quicker and better than 
you can possibly do it by hand. As such 
it becomes a labor saver; a poor tool fails 
in this respect and the mechanic will soon 
find it out. 

It would be futile to deny that in the 
large industrial plants machines are being 
used to replace hand tools wherever pos- 
sible but the broadening market in other 
directions ‘more than makes up for it. 





By Irving S. Kemp 


It is true that the mechanic or carpenter 
does not carry the number of tools in his 
tool kit that he formerly carried. As a 
matter of fact a great many carpenters 
today would have a hard time doing the 
work that was done by a carpenter 25 years 
ago. Today a large part of the work that 
was formerly done by the old-time car- 
penter is now done in the mill. 

It is probably true that the farmer and 





householder are doing more of their own 
work and there is no question that the 
vocational schools are doing much to train 
the young men to use tools. We believe 
this vocational training is doing more to 
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help the sale of good tools than anything 
else. 

It is our opinion that considerable of the 
blame for the large number of cheap tools 
that are sold can be laid at the door of the 
manufacturer, jobber and retailer. We all 
want volume and there seems to be a feel- 
ing that the easiest way to get it is to offer 
something that looks good for less money. 

Relatively tools offer the best values to 
the consumer of any other class of mer- 
chandise. Compare the relative value of a 
$1.50¢ nail hammer and a $1.50 box of 
candy. The hammer goes through forty 
to fifty operations, all hand work and is 
made of steel, the ore for which has been 
mined and is fitted with a handle from a 
tree that took years to grow. In a $1.50 
box of candy you have 5 or 6c. worth of 
sugar, possibly 10c. worth of chocolate 
and the balance is box. The candy is 
gone in a few days but the good hammer 
lasts a life time. It, however, illustrates 
the difference between what people will 
pay for luxuries as against necessities. 
However, if this condition exists there is 
no reason why those of us who are in the 
tool industry should not put forth every 
effort to educate the consumer to the value 
of good tools and to the fact that the price 
of good tools is reasonable. A profit to a 
dealer on the sale of a 50c. hammer is 
probably 15c.; when he sells-a $2.00 ham- 
mer he has made 65c.; outside of the small 
interest on the additional investment the 
other charges of handling are identical on 
both hammers. 
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Kentucky Convention Discusses the New 


ENTUCKY retailers must keep 
abreast of present day buying 
trends, adopt modern display methods 
and pay serious attention to the prob- 
lem of combating the new competi- 
tion, were keynote thoughts at the 
twenty-eighth annual convention and 
exhibition of the Kentucky Hard- 
ware & Implement Association, 
which assembled at the Seelbach Ho- 
tel, Louisville, Ky., on Tuesday, Jan. 
17. This convention lasted four 
days and adjourned with a joint 
meeting of exhibitors and members. 
At the opening session of Tues- 
day morning, William P. Hall, retir- 
ing president of the association and 
also president of the Hall Seed Co., 
Louisville, welcomed the 550 mem- 
bers and guests. Mr. Hall’s address 
in part is as follows: 

“One year ago you bestowed upon me 
the highest honor possible by electing me 
your president. I deeply appreciate it. I 
have not been unmindful of the obligation 
that I assumed in acepting this honor. I 
keenly feel that I have not measured up to 
the possibilities of my position or the ex- 
pectations of my fellow dealers. ‘But I am 
glad to say that my work has been most 
pleasant by reason of the splendid and effi- 
cient cooperation of your secretary, Jack 
Stone, and your executive committee, Jack 
Clark, Veach Redd, John Sower, Fred 
Wallace, and Lee Orear. My experience 
in the hardware line has been quite lim- 
ited, as I am in the seed and farming 
implement business, yet I realize that our 
interests are mutual due to the fact that a 
large number of our members are engaged 
in general lines which include farming im- 
plements and seeds. As the purpose of 
hardware and implement associations are to 
make better merchants, I assume that if 
you improve the hardware profession, you 
also improve the implement industry. 

“As your president, I had a conviction 
that our two (2) major activities should 
be: First, to enlist and serve our mem- 
bership. Second, to secure new members. 
This matter was discussed by your execu- 
tive committee, and Secretary Stone was 
very enthusiastic in this work, and, con- 
sidering the many obstacles in the way, we 
have done very good work along this line. 

“The secretary informs me that we have 
more paid members for 1927 than in 1926; 
in fact, after deducting for burn-outs, fail- 
ures, and non-payment of dues, we have a 
net gain of 36, which we consider very 
good. Our present membership is 588. 

“We all realize the fact that everything 
we buy costs more today than it formerly 
cost, and it costs more to run the Hardware 
Association. 





Competition 


“There was a time when business was 
flourishing and manufacturers and jobbers 
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had money to spend for advertising. We, 
as other State organizations, partly financed 
our association through exhibits. But for 
the past five years there has been a drop- 
ping off in exhibits and they no longer 
produce the revenue that they formerly 
did. In view of these facts, I recommend 
that the dues of the association be placed 
at $12 per annum, or $1 per month. This 
action was recommended by your execu- 
tive committee at a recent meeting and I 
trust this convention will pass suitable 
resolutions toward this end. 

“It was a great privilege to attend the 
National Convention at Mackinac City, 
Mich., in June. Secretary Stone, First 
Vice-President Clark, and Second Vice- 
President Redd also attended this conven- 
tion. I cannot imagine a more pleasant 
and profitable week than we spent at 
Mackinac City, and right here I want to 
testify that the conduct of the three above 
named gentlemen was above reproach. 
They were present at every session of the 
convention, with note books and pencils in 
hand, making notes and serving on com- 
mittees, taking part in the discussions from 
the floor, meeting a bunch of fine fellows 
from all parts of our nation, playing golf, 
etc., and, fellows, I thought I saw Leaven 
working which will have its effect upon 
the whole loaf. I really was proud of 
them, and wish everyone of you fellows 
could have been with us. Gentlemen, my 
contact with members of the State and 
National Associations has brought me to 
the realization that the Hardware Associa- 
tion is no small affair and our responsibili- 
ties and privileges are far greater than we 
realize. 

“Your Program Committee was so im- 
pressed by the program of the National 
Convention that they decided we could do 
no better than consider, as far as possible, 
the same subjects as were considered at 
the National Conveytion. They have ar- 
ranged a wonderful program with our best 
speakers to lead out, but in order to make 
these sessions a success you fellows must 
speak out in meeting—tell something out 
of your own experience—ask questions 
about that problem in your own business 
that you haven’t been able to solve. The 
relation of your experience will bring 
light to your fellow dealer, and he may be 
able to help you to solve your problems. 

“Our association is much indebted to our 
loyal manufacturers and jobbers and their 
traveling men for their loyalty to our as- 
sociation. For years they have furnished 
attractive exhibits of their wares and in 
countless ways of splendid cooperation 
helped to make our conventions a success. 
We are happy to report that a number of 
them are on hand again this year. They 
are here to serve the dealers and we should 
show our appreciation of this fine spirit 
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of cooperation by visiting the exhibits and 
placing as liberal orders as is consistent 
with good business.” 

He was followed by William Heyburn, 
president of the Belknap Hardware & 
Manufacturing Company, Louisville, Ky., 
who chose as his subject, “The New Com- 
petition.” Mr. Heyburn contended that 
modern methods intelligently applied would 
rout the new competitors, but that the time 
had come when such methods must be in- 
stalled and practised. 

Mr. Heyburn said, in part: “The retail 
hardware store is deficient in displaying 
its goods. The ten cent and chain stores 
are not. Too many hardware stores are 
not modern and attractive. They are not 
interesting places. The ground-floor 
plan of many of them is all wrong, because 
too often it is a mass of obsolete cases in 
which it is difficult to see goods. Women 
are the best customers. They are smart, 
capable shoppers. And they spend 90 per 
cent of the income of the men of the 
nation. They must see what they get. Let 
the women shoppers receive a pleasing im- 
pression of attractive wares brightly dis- 
played and your sales are made. Let me 
emphasize the importance of having polite 
salesmen,. well informed as to the merit 
of his goods.” 

Mr. Heyburn deplored the existence of 
the dark cavernous hardware store thirty 
feet wide and 200 feet deep with the sales 
force hiding in the back instead of staying 
up front to greet the customer with a 
friendly word. “Not only should the sales- 
man smile but he should possess a pleasing 
voice which should say other than trite 
things,” he said. 

“Only a-well trained boss can create 
a well trained clerk, but the energy he 
expends in so doing will bring him again 
ten fold.. The boss should come out from 
his office and know how his force is meet- 
ing the public. 

“The selling or supervision of selling 
of goods should take 75 per cent of the 
boss’s time. If he is to meet the new 
competition from ten cent and chain stores 
he will see that it does this in the coming 
year. I believe that the fact that other 
businesses have installed lines that we have 
always regarded as belonging to us, is due 
to the fact that we have permitted weak- 
nesses to develop in our own business. We 
must run better stores, correct selling de- 
fects. When we get to a low standard of 
performance we find competition creeping 
in, ready to destroy us. To recover we 
must raise those standards back to what 
they were or should have been. Better 
stock, up to date merchandise, more ser- 
vice, better trained and informed clerks, 
attractive and open display and more of 
the boss’s time will solve the problem of 
new competition. 

“It is necessary that the merchant who 
is falling behind, clean up and clean out. 
And when the boss has ordered and super- 
vised a general clean up then he must sup- 
ply the necessary enthusiasm in the new 
stock which in turn will be felt by his sales- 
men. Modern equipment and a careful 
cutting down of overhead will result in a 
greater volume of business. 





“Keep your stock in tune with the times. 
Stock radio, automobile accessories and 
the new electric appliances and you will 
hold the customers who threaten to leave 
for the chain stores. Toys, plumbing sup- 
plies, furniture and other modern lines 
must be added if one is to keep in step.” 

Rivers Peters, editor of Hardware Re- 
tailer, was the next speaker and told of 
the value of attractive display. He quoted 
the survey published by the National Re- 
tail Hardware Association which cost 
$25,000 to give merchants the result of 
expert investigation. “If you would suc- 
ceed you must adapt yourself to the chang- 
ing times. You must make of yourself a 
new era merchant. How? By showing 
good stock in modern cases and tables. 
The merchant who studies his business and 
listens to those who have given years 
to solving problems such as his will find 
what is wrong with his methods.” 

Charles F. Nelson, field secretary, Mich- 
igan Retail Hardware Association, talked 
on “Arrangement and Display.” Mr. Nel- 
son described 1927 as a year of high sales 
volume but as a time of a great number 
of failures. “We must see ourselves as 
others see us. What many of us need is 
new leadership and the wisdom to teach 
us how to use our ideas and those of 
others propounded for our benefit. If 
there is any secret of success, it is the 
ability to learn. It’s what we learn after 
we know it all that counts. The more you 
use your brain the more you have to use. 
Crowd that brain with new ideas. Don’t 
make it a warehouse but keep it a factory 
turning out new thoughts demonstrated. 

“Despite the inroads of the chain stores, 
it is interesting to know that the inde- 
pendently owned stores are doing 67 per 
cent of the business in the United States. 
To retain that per cent and to increase 
it we must clean up, demand more efficient 
management, insist upon higher order of 
salesmanship, help the buyer to buy by 
explaining good points of goods, create 
good will and change the physical aspect 
of that store so that it will attract women 
customers.” Fi 

Veach C. Redd of Cynthiana, Ky., sec- 
ond vice-president of the association, spoke 
at Wednesday afternoon’s session on “Mer- 
chandise and Merchandising.” 

He listed advertising as important in 
good selling methods. “Advertising,” Mr. 
Redd said, “of the right kind does three 
things. It sells:merchandise; it keeps your 
store in the public mind and it builds con- 
fidence if you have what you advertise 
and the merchandise is what you say it is. 
Some of the biggest retail houses in the 
country today insist on absolute truth in 
advertising. Advertising should carry a 
specific message. The business card of the 
doctor and the undertaker every week in 
the newspaper are all right for that par- 
ticular kind of business, but they are a 
waste of money for the retail store that 
has merchandise to sell. A great many 
dealers give as.their excuse for not doing 
more advertising the fact that they can- 
not write advertisements. All that is 
necessary is the plain, everyday selling talk 





you give your customer in the store. The 
buying public of today is not interested in 
high-sounding phrases. If you want your 
message to strike home, tell it to them 
through the newspapers, like you tell it to 
them in the store.” 

On the subject of knowing merchandise 
Mr. Redd said: , “One of the greatest helps 
in selling is thorough knowledge of mer- 
chandise offered for sale. This should be 
had by proprietor as well as sales force.” 

“Store meetings are good to increase in- 
terest of salesmen in the goods they handle. 
Talks by traveling representative or the 
manufacturer supply the necessary school- 
ing.” 

Mr. Redd made the following sugges- 
tions for the conduct of a hardware store 
“If I were to make any suggestions for 
the management of a hardware store, I 
would say for 1928 that these things ap- 
pear to me to be important things to watch. 
First: We must have merchandise when 
the demand starts and that merchandise 
must show a greater variety than ever be- 
fore with the least possible increase in in- 
vestment. Second: We must have prices 
that will enable us to meet competition and 
still make a satisfactory margin of profit. 
Third: We must have convenient sources 
of supply and a service from that source 
of supply that will enable us to buy mod- 
estly and often so that the merchandise 
may move faster to the consumer than 
ever before. Fourth: We must have suf- 
ficient merchandising methods and aggres- 
sive selling plans if the store is to show a 
satisfactory volume and profit at the end 
of the year. 

“Fifth: We should consider chain store 
competition and remember that although 
there may not be one in our town they 
prove alluring places to customers in the 
city when they go in their automobiles to 
buy in larger markets. 

“Sixth: To reach our maximum effi- 
ciency we must increase our display meth- 
ods using modern equipment so as to auto- 
matically cut down sales force.” Mr. 
Peterson again took the platform and 
spoke ,upon “Milestones on The Road to 
Success” which was both inspiring and in- 
structive. 

At the Wednesday afternoon session of 
the convention the election of officers was 
held. This election followed the annual 
luncheon, which is the big social event of 
the sessions. When the ballots had been 
counted it was found that J. W. Clark of 
Lexington, Ky., was the new president of 
the association for the ensuing year. Other 
officers elected were: first vice-president, 
Veach C. Redd of Cynthiana, Ky., and 
second vice-president, William Engle of 
Hazard, Ky. Two members were named 
to serve on the executive committee, J. M. 
Williams of Beaver Dam and George 
Skidmore, Elizabethtown. Committee ap- 
pointments will be made at a later date. 
Nearly sixty exhibitors had booths in the 
exhibition, which was held for the first 
time in the Seelbach Hotel. The entire 
auditorium was converted into an exhibi- 
tion hall and many very attractive displays 
were on view. 











HARDWARE AGE for FEBRUARY Q, 1928 























Carl Monk 
Retiring President 
Texas Association 


President, Texas Hard- 
ware and Implement 
Association 


Dan Scoates 
Secretary and Treasurer 
Texas Association 


Texas Hardware and Implement Association 
Holds Thirtieth Annual Convention 


F. X. Schad elected President, T. L. Whaley, Vice- 
Dan Scoates, re-elected Secretary-Treas- 


President. 
Directors are: O. B. Hocker, H. H. Tracy, J. 


urer. 


W. Hall, S. L. Randlett, T. C. Thompson, J. H. Ewing, 
A. C. Toudouze, Lee Watson and H. A. Turner. 


DISCUSSION of the present day 
A problems of the hardware and im- 

plement dealer and how they can 
best be solved were the leading features of 
the 30th Annual Convention of the Texas 
Hardware & Implement Association in the 
Hotel Baker, Dallas, Tex., on Jan. 17, 18 


and 19. The opening session was pre- 
sided over by President Carl Monk, Nacog- 
doches, Tex., who discussed “Yesterday 
and Today in the Hardware and Imple- 
ment Business.” He showed in a very able 
way the changes that had gone on in the 
civilized world during the past few years 
and how it had affected the merchant. 
Among other things he said, “don’t be 
afraid to put in new lines that have here- 
tofore been foreign to your store. How 
many stores that are not classed as hard- 
ware stores are handling hardware items 
in your town today? Everything is topsy- 
turvy, so we might as well get in the stir 
and come out on top. Don’t be discouraged. 
Keep thinking, planning and working. 
Two-thirds of America’s retail business is 
today done by the independent merchants. 
You should be getting your share and you 
will get it by constant injection of new 
ideas—if you will see that the ideas come 
often enough.” 

A committee of Texas dealers, before 
the convention, had done some shopping 
in Dallas in order to find out just what 
the non-hardware stores were selling of 
the hardware line. They investigated 
fully, not only what these articles were, 
but the sales effort put behind their mer- 
chandising, their display and price. They 





purchased some 30 items which were 
brought to the convention and displayed, 
in order that those in attendance might 
know just how keen was the competition. 
This was bringing the “New Competition” 
home to the convention and the commit- 
tee urged that dealers do the same 
thing in their own towns and nearby cities 
in order that they may become familiar 
with the competition. A synopsis of this 
committee’s report is as follows: 

The drastic changes which have occurred 
in our manner of living during the past 
decade and a half, affecting all factors of 
production and distribution, have made the 
battle for business more than ever a sur- 
vival of the most fit. 

The economic laws which unerringly 
penalize their violators may be working no 
more surely than in the past, but certainly 
their effect is more quickly felt. 

As business has become more complex 
and more difficult of success, it has also 
become more intensely interesting, holding 
promise of greater rewards than ever to 
those who measure up to the opportunities 
before them. 

The present era of merchandising is a 
challenge to every merchant. It is full of 
situations which, because of their newness, 
are regarded perhaps more fearfully than 
they really deserve. 

Many of these we may class as definite 
trade evils. Some, perhaps, may be reme- 
died. Others will persist. 

Instead of following former practices 
that are now insufficient, and complaining 
of conditions, the retailer can meet the 





situation, despite all its complexities and 
difficulties, by adapting himself to existing 
conditions and making of himself a new 
era merchant. 

The new competition demands of the 
merchant more intensive study of himself 
and his business, more accurate knowledge 
of all its various factors. The need for 
more careful planning and more energetic 
working of plans is one that will not be 
denied. 

As “business hours have shortened and 
business responsibilities and demands have 
increased, the necessity of more efficient 
equipment and more purposeful labor has 
become intensified. 

The facilities are at hand. Those who 
use them will meet the situation more suc- 
cessfully. Those who ignore them must 
inevitably pay the price. 

In the days of new competition, guess- 
work has no place. The merchant must 
determine, through study and counsel with 
others, the rules which need be followed 
to proceed with definiteness toward his 
goal. 

He must find the “best way” and travel 
it. 

He must determine the standards of 
practice which are essential to his success, 
and, guided by them, he will be among 
those who go down in the records of 
business history as merchants who justified 
their assumption of the function of pur- 
chasing agents for their communities. 

At the afternoon session another com- 
mittee reported. It had taken the articles 
which the first committee purchased and 
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had gone to a wholesale house and bought 
items that compared with the items which 
the first committee had purchased. It was 
brought out in the discussion that the first 
committee had given the second committee 
a very hard proposition, for they were un- 
successful to compete in price on most 
articles. This brought home to the re- 
tailer and jobber, as well as who were in 
attendance, the fact that there must be 
closer cooperation between the two, if this 
“New Competition” is to be handled suc- 
cessfully. ' 

Texas is an agricultural State and its 
merchants are keenly interested in the 
“Trend of Agriculture.” The convention 
was particularly fortunate in having A. B. 
Conner, Acting Director of Texas Agri- 
cultural Experiment Station, give his views 
on this subject. In part he said: “The 
trend of agriculture in Texas is unques- 
tionably toward greater efficiency in pro- 
duction through the utilization of improved 
machinery and equipment that will conserve 
manpower, and inasmuch as this trend 
seems to place a premium on ingenuity 
and business acumen in the practice of 
agriculture, it is considered sound and of 
a permanent nature. Moreover, it gives to 
the man who exercises judgment in pro- 
ducing his crops at a low cost a greater 
reward for his efforts as compared to the 
man who disregards the cost of production 
on his farm, due to a lack of adequate 
equipment or other affairs which require 
sound thinking and good business judg- 
ment.” 

A committee was appointed to set up 
standards of practice for the merchandis- 
ing of implements in Texas, and made one 
of the outstanding reports of the conven- 
tion. 

A synopsis of the report which this 
committee made is as follows: ~ 

The implement dealer is a very important 
factor in the commercial world. He stands 
between the producer of all agricultural 
products and all commerce of the world. 
Agricultural implements are an absolute 
necessity in the production of food for 
humanity. Without implements there can 
be no production. All commerce begins 
with the point of the plow, and when the 
plow ceases all commerce will cease. 

We take the stand that there is money 
to be made in the implement business and 
there is no reason why a dealer should not 
make the implement business pay if he 
properly studies his business, and uses 
proper methods in the conduct of that 
business. 

A dealer should know his business from 
A to Z. He should be familiar with every 
department and know if they are function- 
ing properly. He should know what it is 
costing him to operate his business. 

We further urge dealers to arrange their 
business so that they can take advantage 
of the discounts offered on implements. 
This alone is a big saving and should not 
be overlooked. 

We believe that a dealer should carry 
a full line of implements that are suitable 
and adapted for his territory, but at the 
same time he should confine his stock to 
as few makes or brands as possible to fill 
his demands. 





The retail dealer is the purchasing 
agent for his community and must be there- 
fore alive to the needs of his customers. 
He must study the new developments, new 
merchandise and be ready to supply and 
advise his trade. 

A dealer should carry a well assorted 
stock of such repairs as are most generally 
needed for his particular line of imple- 
ments. He owes this special service to his 
customers and it is also a fine trade getter. 

Samples of implements should be dis- 
played, in a clean and well lighted sample 
room with either a wood or cement floor. 
They should be properly set up and ad- 
justed, oiled and limbered up and kept in a 
clean and bright looking condition so that 
they can be shown to the very best advan- 
tage. 

A dealer should, as far as possible, main- 
tain a one price system and the price 
should be marked in plain figures so that 
a customer can see just what he is ex- 
pected to pay for the goods he is buying. 

The net profits, or results or a dealer’s 
business at the end of the year, depends to 
a very large extent on the turnover of his 
stock during the year. This turnover can 
be increased very materially through a 
system of intensive canvassing. 

In reality goods are not entirely sold un- 
til they have been paid for. As a rule im- 
plements are a class of goods on which a 
farmer expects better and longer terms 
than on any other class of goods he buys, 
and if a dealer is not very careful he is 
going to get caught napping. 

We deem it absolutely necessary that a 
dealer be a good collector, if he does a 
credit business, in order to be successful. 
He loses all the good work he has done if 
he fails constantly and persistently to fol- 
low up his collections. The notes he fails 
to collect should be kept up to date and in 
first class condition. 

“Business Control” was handled by 
Harold W. Bervig, of the National Retail 
Hardware Association. He said in part: 
“The National Retail Hardware Associa- 
tion has in the past five years made inten- 
sive studies of the costs of conducting busi- 
ness. These studies have mdde clear the 
necessity of some method of business con- 
trol. 

“State and municipal governments, later 
the National government, have established 
budgets, and used them with success for 
many years. Large commercial organiza- 
tions, manufacturing and distributive, now 
plan business in advance. 

“The discovery was made that control 
was as applicable to retail business, whether 
large or small, as it was to governmental 
affairs or to the largest commercial organ- 
izations. 

“The objection is made that too much 
time is needed to set up control. Some 
hardware men have installed control in 
three hours. Seldom would it take as 
much as one day. 

“The Association, to show its sincerity in 
recognizing the use of Business Control, 
will set up the control for all members 
who will give the necessary information as 
to sales, purchases and expenses. 

“We have entered an era in distribution 





not only of hardware but of every other 
commodity in which ‘rule of think’ meth- 
ods are no longer adequate, in which con- 
sidered intention and well thought out plans 
must take the place of opportunism and 
in which judgment based on accurate in- 
formation will replace guess work.” 

Hamp Williams, Hot Springs, Ark., past 
president N. R. H. A., was in attendance 
and gave of his able counsel throughout 
the session. Last year the members of the 
Association made Hamp an honorary mem- 
ber and they always look forward with 
a great deal of interest to his being in 
attendance. 

A committee which reported on “Modern 
Arrangement of Stores and the Display of 
Goods” handled the subject in a most ex- 
cellent way. This committee report was 
followed by a discussion of properly 
dressed display tables and doors, led by 
Harold Bervig. There were two display 
tables on the floor, which were dressed 
under the supervision of Mi). Bervig. 
Those in attendance evidenced considerable 
interest in this new method of merchan- 
dising. 

Dr. A. B. Cox, of the research depart- 
ment, University of Texas, Austin, dis- 
cussed “Business Conditions and Trends in 
Texas.” He gave the basis for each dealer 
to analyze his own business and be his own 
forecaster. His opening remarks were: 
“Gentlemen, you are all business fore- 
casters. You are not to blame. You can- 
not help it. If you lay in a big stock of 
merchandise, it is evidence you have fore- 
cast one thing; if you do not, it is evidence 
you have forecast something else. When 
you are purchasing stocks, your forecast 
is seasonal and for the short pull. When 
you build a building or put in equipment, 
you are engaging in long range forecasts. 
What I want to emphasize is that there 
are only two differences between what you 
do and what the statistician does. You 
back your forecast with money and he 
sometimes uses mere scientific methods. A 
combination of the two ought to improve 
results for both.” 

A committee on Organization and Man- 
agement presented the Mackinac Congress 
report and discussed it fully. This was a 
very fitting climax to the convention pro- 
gram and was very well received. 

M. J. Norrell, manager of the Dallas 
Chamber of Commerce, summed up the 
entire convention and sent the dealers away 
with the idea that hard work, clear think- 
ing and making the most of their oppor- 
tunities would solve their problems. 

The officers elected for the ensuing year 
were as follows: F. X. Schad, Gainesville. 
president; T. L. Whaley, Marshall, vice- 
president ; directors: O. B. Hocker, Clarks- 
ville; H. H. Tracy, Tulia; J. W. Hail, 
Houston; S. L. Randlett, Lancaster; T. C. 
Thompson, Canyon; J. H. Ewing, Robs- 
town; A. C. Toudouze, San Antonio; Lee 
Watson, Brownwood, and H. A. Turner, 
Madisonville. At the board o1 directors 
meeting after the convention, Dan Scoates 
was reelected secretary and treasurer of 
the association. 
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West Virginia Convention Discusses 
Better Merchandising 


46 ETTER MERCHANDISING” was 
general theme for discussion at the 
twenty-second annual convention of 

the West Virginia Hardware Association, 

held in the McClure Hotel, Wheeling, W. 

Va., on Jan. 24, 25, 26 and 27. There is 

no doubt that this convention and the ex- 

hibition, which was held in the Exhibit 

Hall of the Market Auditorium, were the 

best ever held from every standpoint, espe- 

cially in enthusiasm and attendance. 

The opening session was called to order 
on the afternoon of Jan. 24 by President 
Homer E. Drane, West Union, W. Va. 
Secretary James B. Carson read the names 
of members who had passed on during the 
past year. The invocation was delivered 
by Rev. A. C. E. Grotke. The opening 
subject for discussion was presented by 
Herbert P. Sheets, secretary of the Na- 
tional Retail Hardware Association, who 
chose as his topic, “The New Competi- 
tion.” In part, Mr. Sheets said, “The retail 
hardware merchant of today is confronted 
by the problem of limited price competition 
by chain stores. This competition must be 
met by the individual business man, in re- 
organizing his busines to suit modern meth- 
ods. 

“Some hardware dealers of today are 
handling the same line of goods under the 
same -methods that they were twenty-five 
years ago. These merchants, in order to 
cut down their overhead and progress, must 
secure a modern line of goods*and estab- 
lish modern business methods. The chain 
stores of the nation, which are governed by 
big executives and empioy the latest busi- 
ness methods and strict economy, have been 
able to: progress, thereby cutting down 
their overhead, and in that measure were 
also able to lower their prices.” 

Mr. Sheets continued, saying that the 
automobile has had a large part in the ad- 
vancement of the hardware industry, and 
as the world progresses, a salable product 
loses its value, but with the progress comes 
another product to take its place. He stated 
that the year 1928 would be a banner year 
and that the nation’s building program is 
slated to show an increase of 25 per cent. 
A general discussion followed Mr. Sheet’s 
speech, after which the members adjourned 
to the exhibition hall for the remainder of 
the afternoon. 

The president’s annual address was the 
main feature of the evening session. Presi- 
dent H. E. Drane stated that the biggest 
problems confronting the retail dealer are 
his overhead and the chain store competi- 
tion. He advised the members to be very 
careful in buying the merchandise which 
they carried, so that they would have a 
quicker turnover. He also told of the latest 
methods developed in the retail hardware 
business during the past year which have 
brought a better understanding of merchan- 
dise and of the new association activities 
which have helped the members. President 
Drane stated that the association had shown 
much progress during the past twelve 





months, but that there was still plenty of 
room for more and better expansion. James 
B. Carson, Dayton, Ohio, secretary-treas- 
urer of the association, in his annual re- 
port, said that the membership of the asso- 
ciation had shown a large increase during 
1927. He reported that the members had 
displayed greater interest in the association 
and that many retailers throughout the 
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State were benefited by association activi- 
ties. In part, he said: 

“Reports of the volume of business done 
in 1927 all agree that it was one of the 
largest years in volume of business trans- 
acted we have even had and it is no wonder 
that our members begin to wonder if the 
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distribution of hardware is moving through 
other channels because this large volume 





was not reflected in the sales of the retail 
hardware store. 

“We believe an analysis of this large vol- 
ume of business done will show that most 
of it was in items other than those carried 
in the stores of our members; an immense 
sum of money was spent in road building 
and maintenance, the sale of automobiles 
was very large and in items like these that 
figured in making up this very large vol- 
ume reported. Members living in agricul- 
tural sections shared to some extent in this 
volume in the increased demand for agri- 
cultural implements. But, as a class, we 
feel sure that our members fared as well or 
better than their neighbors engaged in the 
distribution of other lines of merchandise. 

“Looking backward into 1927, there is 
much to encourage us in association work. 
Membership has been retained fairly well 
in view of the changed conditions affecting 
their business; in many ways members 
have taken greater interest in the work the 
association is trying to do. We have tried 
as well as we could to insist that members 
get their business on a safe foundation, and 
Roger Babson, in a personal message to his 
clients the day before Christmas, urges 
them to make the following New Year’s 
resolution: ‘Solemnly resolve on New 
Year’s Day to put your business and your 
personal affairs on a safe foundation. Get 
out of debt wholly if possible, otherwise 
reduce your indebtedness as much as possi- 
ble. Put your business on a strict budget 
system and make every department of the 
business live up to the budget. Determine 
to render every service to your customers.’ 

“Mr. Sheets, our national secretary, who 
has analyzed and given more time and study 
to the problems of the retail hardware 
dealer than any one else, who, we might 
say, is recognized almost as an authority 
and whto has probably created more inter- 
est in association members to prepare them- 
selves to meet the changed business condi- 
tions, has told you today about the new 
competition that every one has to meet, and, 
while we all knew -that it existed, yet he 
has brought it to our minds in a way that 
has awakened us to an appreciation of. what 
it means in our business. We see now why 
it is necessary for us to make additional 
effort beyond what we have been making if 
we are to keep up with the procession. 

“We want members to follow closely the 
other subjects in the program; the arange- 
ment has been made with the object of 
firmly fixing in our minds the changed con- 
ditions under which we are trying to oper- 
ate our stores and, if possible, to help to 
adapt ourselves to these changed conditions. 
We are not talking to the older members 
who have been successful and whose pleas- 
ure in life now is in telling what we used 
to do. We want to impress upon our 
younger active members the necessity of 
serious thought and study to keep them- 
selves abreast of what is taking place every 
day in the retail hardware business so that 
when they grow older they can have some 
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of this same pride in telling what they 
used to do. 

“Members have the best help in this that 
can be obtained through the headquarters 
of their association. They have help in 
accounting; they are kept constantly in 
touch with business conditions ; there is not 
the slightest excuse for any member today 
not knowing all about his business. If his 
sales have fallen off, he should know just 
where and what the trouble is; he should 
know on what other department to make 
extra effort to regain what has been lost. 
We must not look at the retail hardware 
business as an easy way of making a living 
now, nor should we be satisfied with just 
an existence. We owe all we can give to 
the community in which we live. If our 
business is successful, we have much greater 
influence than we would have if we were 
just existing, and so we have a responsi- 
bility in affairs that we cannot refuse to 
accept, nor can we shift this to help any 
one else connected with the store. We be- 
lieve most of our members are accepting 
this responsibility, that they are leaders in 
their communities, and, from our own ob- 
servation, there has been a vast improve- 
ment in the stores. We are not ashamed to 
refer any one to the retail hardware stores 
as a class in West Virginia. But it is not 
enough just to rearrange the store; the 
same improvement must be made in the 
management or they will not work to- 
gether. This will be brought out in one of 
the discussions.” 

The Wednesday morning session was 
called to order by President Drane, who 
introduced a member of the association, R 
F. Cox of Fairmont, as the first speaker. 
Mr. Cox, who has made a thorough study 
of hardware merchandising, had as_ his 
topic, “Merchandise and Merchandising.” 
He spoke of the modern methods in the 
hardware trade and presented the Stand- 
ards of Practice which were adopted by the 
N. R. H. A. at the recent Mackinac Con- 
gress. A general discussion followed Mr. 
Cox’s talk. 

Secretary Carson spoke on “Organiza- 





tion and Management.” 


He brought out | | Frye. 


The new president, R. M. Frye, is 


that the modern retailer must have modern | very well known in retail hardware circles 


business methods, a modern line of mer- 
chandise and be up to the times in every- 
thing he does. A general discussion from 
the floor followed Mr. Carson’s address. 
Several Question Box matters were also 
discussed, after which the session ad- 
journed. 

The remainder of the afternoon and eve- 
ning were spent with the exhibitors, the 
members acting as hosts, in greeting the 
citizens of the city, who came to inspect 
the exhibition. 

The Thursday morning session was de- 
voted to a discussion of practical subjects 
and to the election of officers for the en- 
suing year. W. H. Moss of Logan, W. Va., 
the first speaker, had for his topic, “Ar- 
rangement and Display.” Mr. Moss stated 
that one of the best ways to increase sales 
was to have attractive displays. The ar- 
rangement of the products in the stores 
was another important factor in selling 
goods. He also explained the various meth- 
ods which would tend to make the window 
displays and arrangements of the merchan- 
dise more attractive. Sen. George B. 
Sprowls of Claysville, Pa., followed Mr. 
Moss, and delivered a short address on the 
same subject. A general discussion of mer- 
chandising foliowed the addresses. 

Under the title, “Business Control,” Vice- 
President R. M. Frye told of the present 
trend in business and the necessity of 
watching the expenditure of every dollar 
in the conducting of a retail business. His 
address provoked much discussion from the 
floor. A Question Box period followed. The 
report of the nomination and resolution 
committees were then presented. The 
nominating committee’s report was as fol- 
lows, all being unanimously elected: Presi- 
dent, Richard M. Frye, Keyser; first vice- 
president, H. B. Clowers, Oak Hill; second 
vice-president, George Park, Follansbee, 
and James B. Carson, Dayton, Ohio, was 
reelected secretary-treasurer. The execu- 


tive committee for the ensuing year con- | 
sists of R. F. Cox, C. D. Kyle and R. W4! 





in West Virginia and is president of the 
Keyser Hardware Co. in Keyser, W. Va. 

The newly elected executive committee 
held its first meeting on Thursday after- 
noon and elected C. D. Kyle, Wellsburg, 
chairman for the ensuing year. This com- 
mittee will select the site for the next con- 
vention, probably either Fairmont or 
Huntington. 

The convention was brought to a success- 
ful close by the annual banquet on Thurs- 
day evening in the McClure Hotel. W. F. 
Kennedy, president of the Ott-Heiskell 
Hardware Co., Wheeling, W. Va., was the 
toastmaster and presided in a very able 
manner. More than three hundred diners 
assembled for this annual event and none 
went away disappointed. The speaker of 
the evening was Hugh T. Gratz, vice- 
president of the Sheldon School of Sales- 
manship, whose topic was, “Making a 
Greater Success.” Mr. Gratz spoke in a 
forceful and entertaining way and his mes- 
sage will be long remembered by the asso- 
ciation members and their guests. An 
elaborate entertainment was staged at the 
conclusion of the dinner, and was greatly 
enjoyed. 

There were no sessions of the convention 
on Friday, the entire day being given over 
to the exhibitors. The exhibition, which 
was formerly opened on Tuesday morning, 
was colorful, attractive and instructive. 
Forty-five exhibitors from ten different 
States had booths, representing the largest 
hardware jobbers and manufacturers of the 
country. Many Wheeling manufacturers 
had attractive displays. 

More than 200 dealers visited the whole- 
sale house of Greer & Lang in Wheeling, 
where the staff of this organization made 
them feel very much at home. This con- 
cern presented more than three hundred 
novelty key holders, which were appreci- 
ated by the dealers who received them. 
Harry Meyer, manager of the Philip Carey 
Co., Wheeling, made an excellent song 
leader. 
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Western Association’s Convention Great Success 


HE thirty-ninth annual convention 

and exhibition of the Western Retail 

Implement & Hardware Association, 
held at Kansas City, Mo., on Jan. 17-18 
and 19, was undoubtedly the best in the 
history of the association. The attendance 
was especially good, there being about 2500 
and the meetings were interesting and in- 
structive. President Ed. C. Hood, Pitts- 
burg, Kans., presided in the manner of a 
veteran, and Secretary H. J. Hodge, Abi- 
lene, Kans., was his usual efficient self, 
leaving nothing undone which could add to 
the value of the meetings. 

The Exhibit at Exhibition Hall was an 
unqualified success, due largely to the 
splendid cooperation given the association 
by the exhibitors and the Kansas City job- 
bers. 

Music to enliven the session was fur- 
nished by the “Quartless Quartet,” com- 
posed of the following hardware men: Fred 
L. Taylor, Lyons, Kans.; Cylde Bishop, 
Chanute, Kans.; Lynn Covert, assistant to 
Secretary Hodge, and Sam Zoercher, 
Wichita, Kans. Mrs. Taylor presided at 
the piano. 

C. L. Haynes, Tulsa, Okla., conducted 
the Round Table discussions on advertis- 
ing, which were all well attended. 

The opening session was confined mainly 
to the handling of farm implements. 

President Hood presided and gave the 
opening address. He spoke of the loyalty 
and zeal of the members and, the remark- 
able growth of the association, the mem- 
bership of which is now over 2200. “The 
success of the Western Retail Implement 
and Hardware Association,” he said, “de- 
pends upon the biggest and most impor- 
tant industry on Earth—Agriculture. When 
agriculture is profitable we profit; when 
agriculture is unprofitable our business is 
unprofitable. Brookmies Agricultural Re- 
search Service estimates the cash income 
of farmers this year will be $10,280,000,000. 
That represents a gain of $300,000,000 over 
last year. 

“However, the improvement in agricul- 
tural conditions with increased volume of 
farm equipment sales has not brought the 
retailer the profit to which he is entitled. 
Some dealers have become discouraged. 
The exclusive implement dealer is almost 
a thing of the past. Year by year other 
lines have been added, only to find them 
more profitable. During the past six years 
the implement business with most of us has 
been only a side show, where it should be 
one of the main attractions under the big 
tent.” 

He suggested price stabilization, a list 
and discount method of billing implements 
with a discount which would insure reason- 
able profits. He declared that the imple- 
ment business practically stands alone in 
using the old-fashioned plan of allowing in- 
dividual dealers to set their own resale 
prices, producing an unsettled retail market. 

He closed with a plea for close coopera- 
tion among the membership for the better- 
ment of the trade in general. 





Secretary Hodge also read his masterly 
report at this session, dealing with the 
growth of the organization, its services 
and achievements, the problems confront- 
ing the industry and suggestions for future 
activities. 

A. T. Jackson, president, National Asso- 
ciation of Farm Equipment Manufacturers, 
followed with a talk on vital factors in the 
distribution of farm machinery. 

Mr. Jackson said, in part: 

“When the final figures were totaled for 
1927, the Department of Agriculture esti- 
mated that the increased money value of 
the 1927 farm products was $678,388,000, 
which is an increase of 8 per cent. There is 
a large unexpended portion of this which 
will find its way into various trade chan- 
nels. 

“As 1927 was a year of well-balanced 
production, with prices for farm products 
near that of two years ago, which, by the 
way, was the highest since 1920, this can 
be considered a ‘back log’ which will give 
business the necessary imeptus during the 
early buying months. 

“With business fundamentals on a sound 
basis, 1928 can rightfully be expected to 
show a continuation of last year’s activi- 
ties and general prosperity. 

“While farm income has increased about 
8 per cent, statistics indicate the gain in 
Kansas and Nebraska to be much greater; 
so there is a sound reason for looking for- 
ward to 1928 as a satisfactory business year. 

“My own observations abroad on various 
recent trips are that continental Europe is 
a rather long way from producing a suffi- 
cient amount of wheat to take care of their 
needs, the present export demand being con- 
clusive evidence. 

“Climatic conditions abroad this last year 
were the worst in years, as the cold, late 
season retarded growth, damaged quality 
and lessened the yield. The export de- 
mand, therefore, should increase rather 
than diminish. 

“A further evidence of the stability and 
prosperity of our country is strongly shown 
in the growth of savings bank deposits.” 

There was but one session, stopping at 
noon, but a question box meeting was held 
that evening for the discussions of ques- 
tions pertaining to the Implement Trade. 

The Wednesday meeting was devoted 
exclusively to Hardware. It opened with a 
brisk question box session under the leader- 
ship of W. E. Haynes and A. A. Doerr. 

The speaker of the session was Llew S. 
Soule, editor of Harpware AGe, who spoke 
on the subject of “The New Competition.” 
Mr. Soule, with the aid of special charts, 
outlined the conditions of the present day 
merchant as compared with those of 1900. 
He showed the shortening of time devoted 
to business and the greater amount of 
events crowded into the shorter hours. 
This he used as a background to impress 
upon his listeners the necessity for greater 
efficiency, if they would stay in the retail 
business. 

He then took up the changes which have 





occurred in retail store operation, which he 
declared were fundamental. “To begin 
with,” he said, “the retailer is facing a 
rapidly contracting local trade area in 
which he can hope to do business. There 
are approximately 1,700,000 retailers of all 
kinds in the United States,” Mr. Soule 
said, “and at the present rate of growth 
there will be 2,000,000 by 1929. That is too 
many. Some will of necessity fail. The 
inefficient merchant will be crowded out.” 
He declared that the strongest competitor 
today is the chain store, and gave some 
very interesting figures on chain store 
growth. 

This growth, Mr. Soule declared, was 
due to better display of merchandise, bet- 
ter advertising, better buying economies in 
overhead and better selling. The greatest 
factor in chain store success, however, he 
said, is something over which the chains 
had no control—the inefficiency of the aver- 
age independent retailer. 

Mr. Soule then outlined the principal 
reasons for chain store success, one of the 
most important of which is the wise choos- 
ing of locations. 

Other matters taken up in his address 
were: turnover, overhead, hand-to-mouth 
buying, service and similar questions. 

He declared that the present form of so- 
called hand-to-mouth buying boosts the 
general business overhead, and causes a 
turnover of customers due to shortages of 
goods. He advised requirement buying 
instead, which means the buying of goods 
in quantities to last a reasonable time and 
still insure a fair rate of turnover. 

He impressed upon his hearers that the 
chain store problem is a problem of the 
entire industry. The chain, he said, has no 
place for the jobber, the traveling salesman 
or the individual merchant. To meet its 
competition requires cooperative effort. 
The tetailer cannot expect the manufac- 
turer and jobber to do all his fighting for 
him. He must do his part. 

Mr. Soule also took up the cudgels in be- 
half of the traveling salesman and the re- 
tail clerk. “The salesman,” he said, “is the 
retailer’s friend and ally. Work with him 
and accord him the apportunity to help 
train the retail salesmen.” “Selling over 
the counter is weak,” he contended, “be- 
cause the average merchant has never sys- 
tematically trained his men to sell, and yet 
selling is the only way by which profits can 
be made.” He closed with various sugges- 
tions as to the meeting of modern competi- 
tion, which were well received by his audi- 
ence. 

The concluding session on Thursday was 
again mainly of an implement nature. The 
cpening address was given by C. R. Peters, 
past president of the National Federation, 
Winterset, Iowa, on the “Costs of Doing 
Business in the Implement Business.” 
“Costs of doing business,” he said, “are 
always too high when they can be reduced 
without reducing efficiency.” He declared 
the small implement dealers are more prone 
to underprice these goods than are the 
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larger ones. This has often been defended 
by the argument that the small dealer’s 
overhead is less. A study of the report of 
the cost accounting committee of the Na- 
tional Federation, however, does not sup- 
port that theory. In fact, it shows the small 
dealer’s overhead to be 14 per cent higher 
than that of the larger dealer. 

Mr. Peters was followed by Mr. R. W. 
Carney, sales promotion manager, Cole- 
man Lamp & Stove Co., Wichita, Kan., 
who spoke on “Welding the Weakest 
Link.” According to Mr. Carney, the 
weakest link in the distribution. chain is 
the last link, or the retail salesman. He 
gave examples of selling as he had seen it 
in various retail stores to illustrate his 
point. Mr. Carney defines a sale as fol- 
lows: “A sale is made when a customer 
goes out of the store with more goods or 
better quality than he expected to buy 
when he went in: goods that he needed 
and that he is satisfied with after the pur- 
chase.” 

He contends that constant training in- 
sures better selling and that better sales- 
manship is essential to retail success. He 
closed with some valuable suggestions on 
the training of retail salesmen. 

The convention then took up the regular 
business, including reports of committees 
and election of officers. 

The following officers were elected for 
the ensuing year: President, Oscar A. 
Heinlein, Butler, Mo.; vice-president, Fred 
L. Taylor, Lyons, Kan. New directors: 
Clayton Lehman, Newton, Kan.; L. J. 
Conn, Kingfisher, Okla.; Al G. Wright, 
Arkansas City, Kan. Directors reelected: 
J. F. Parrish, Hamilton, Mo.; M. M. 
Smith, Clay Center, Kan. 

Clayton Lehman presented the following 
resolution : 


“In the midst of life we are in death.” 

While we were interested and attentively 
engaged in the deliberations of this con- 
vention, one closely allied with this organi- 
zation passed silently to the realms of eter- 
nal light. Father Time, not with earthly 





scythe or ruthless hand, but with silent 
step, has approached and softly touched the 
brow of James P. Townley, president of 
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the Townley Metal and Hardware Com- 
pany, in his home Wednesday morning. He 
was a pioneer hardware merchant, estab- 
lishing his business on the prairie when but 
a short time before it was disturbed only 
by the thundering hoof of the buffalo or 
the cry of the wandering redman. He was 
a man of honor; his business record one of 
marvelous achievement, active in civic af- 
fairs, a community builder, but, above all, a 
builder of character. 

Where but a short time before were gath- 
ered around the campfire the Comanche, 
the Osage and the Choctaw in bloody war- 
fare, he builded a magnificent enterprise, 
a monument of integrity, rendering a ser- 
vice that has ever marked him as a leader 
in his community. 

Be it therefore resolved, That we de- 
plore the loss of one so eminent in our 





profession and so closely associated with 
us; 

Be it further resolved, That we tender 
our heartfelt and gracious sympathy to the 
immediate family and his business asso- 
ciates. 

Be it further resolved, That we en- 
deavor to emulate his unswerving ideals, 
his zeal, his unimpeachable record, his bril- 
liant zenith and that a copy of these reso- 
lutions be spread upon our minutes. 

Crayton LEHMAN, Chairman. .- 


Other resolutions dealt with the defini- 
tion of an implement dealer and indorsed 
the attitude of the manufacturers’ associa- 
tion in regard to selling only such as were 
in reality dealers. 

The industry was urged to adopt the list 
and discount method of billing implements 
and all farm equipment. 

Protest was made against direct sales 
of farm equipment by manufacturers, job- 
bers or branch houses. 

One resolution deplored the fact that 
some manufacturers deem it necessary to 
enter directly or indirectly into the retail 
implement business. 

The cost accounting committee pre- 
sented a most complete report and mem- 
bers were urged to study it carefully. _ 

It was recommended that dealers co- 
operate with the American Farm Bureau. 

Hearty indorsement was given the Cop- 
per-Kelly Bill on resale prices. Also in- 
dorsement was given of the movement to 
establish a Better Farm Equipment Week. 

Warning was issued concerning collection 
agencies and the purchasing of goods from 
unknown sources where part payment was 
required with signed order. 

Thanks were given to the trade press, to 
the Kansas City Implement, Tractor and 
Hardware Club, the speakers, jobbers and 
others who had helped te make the conven- 
tion a success. Special thanks were ten- 
dered to Llew S. Soule, editor of Harp- 
ware AGE, and R. W. Carney for their aid 
and assistance. 

The convention then adjourned. 





Color Accelerates Oil Stove Sales 


(Continued from page 85) 











only $338.00 as compared with a profit of $375.00 in 
1927 from the sale of 18 units—that is, from just half 
as many customers. 
“But how can we sell oil ranges at that price here in a 
natural gas territory?” may be asked by some dealers. 
Paradoxical as it may seem, it nevertheless is a fact 
that the sales of the finest oil ranges are the best in 


natural gas territory because women who live out beyond 


the gas mains, when they come into the city and see the 
attractive new gas and electric ranges in the homes of 
their friends, are instantly desirous of having ranges 
as close to what their city cousins have as is possible. 

When the rural housewife goes down the street and 
sees one of the beautiful new ranges in a store window 
she can’t resist the temptation to buy. 


Just as the sales of ice refrigerators have been very | 


greatly benefited through the fine advertising and ex- 
tensive sales of electric refrigerators, so, as gas comes 
into many towns, the sale of more attractive and more 
convenient oil ranges in rural districts will increase with 


the increase in the use of modern light colored gas 
ranges in neighboring towns and cities. 

As to the ability of customers to finance the purchase 
of the higher priced stoves—there seems to be little 
reason why sales of commodities such as cook stoves 
should be any more difficult than the sales of luxuries that 
are made on the time-payment plan, and it is a relatively 
easy matter for the dealer to arrange satisfactory de- 
ferred-payment plans with finance companies engaged 
in that business if the dealer himself is not able or does 
not desire to carry the paper; in fact, one of the large 
oi] stove manufacturers has a deferred-payment plan all 
worked out with a finance concern, available to all dealers 
who apply for it. 

There is a very definite demand for greater beauty in 
household equipment and the merchant who promotes the 
sale of such commodities and helps his customers to 
finance the purchase of them is the one who will profit 
to the greatest degree. 
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Better Merchandising Keynote of Thirtieth 
Missouri Convention 


a hardware city. It has an equally 

good record as a hardware conven- 
tion city. Both records were lived up to 
at the Thirtieth Annual Convention and 
the Sixteenth Annual Exhibition of the 
Missouri Retail Hardware Association, 
held at the Statler Hotel in that city on 
Jan. 23, 24, 25 and 26. Those who failed 
to attend were the only ones who failed 
to profit. 

The opening session on Jan. 23 began 
with the usual songs and invocation, after 
which President C. C. Carter, Carthage, 
Mo., turned the meeting into business 
channels. 

Mr. Carter first called upon J. S. Payne, 
president of the Winchester-Simmons Co. 
of St. Louis, who extended a welcome to 
the delegates and visitors. He impressed 
upon them the fact that they were there 
for the specific purpose of bettering con- 
ditions in the merchandising field and urged 
them to put their best efforts into the meet- 
ings with that end in view. 

R. W. Shapleigh, president of the Shap- 
leigh Hardware Co., St. Louis, was then 
called upon for a few words. Mr. Shap- 
leigh began by saying that conventions were 
becoming more serious each year; that they 
were now assuming their rightful place in 
the business world, and that their benefits 
are now generally acknowledged. 

The keynote of this convention, said Mr. 
Shapleigh, is “Better Merchandising,” and 
it may well engage your entire attention. 
It is high time that the hardware man again 
assumes his place as the important merchant 
of his community. But, he added, the hard- 
ware man must change his methods; he 
must keep in line with the times, regard- 
less of whether he lives in a large or small 
community. He commented on the fact 
that 1927 was a rather hard year for Mis- 
souri merchants, but said that 1928 was 
opening up with a more cheerful atmos- 
phere. It will probably be a more profita- 
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ble year, said Mr. Shapleigh, and the mer- 
chants can help it along by being optimis- 
tic and working to make it more profitable. 

The main address of this session was 
delivered by J. P. Margeson of the Win- 
chester-Simmons Co., whose topic was 
“Arrangement and Display.” 

Ninety-five per cent of the merchants of 
the country, said Mr. Margeson, have a 
mental attitude of resistance to changes. 
They are used to certain methods and 
hate to change them. However, he added, 
modern arrangement in hardware stores is 
as necessary as are good clothes to the 
successful man. Stores should be like- 
wise, because 80 per cent of the buying 
is done by women. The well dressed man 
is the average man today. Poor dress in 
men or stores advertises failure. 

Mr. Margeson then used some charts 
to show some of the better ways of ar- 
ranging a retail store. He impressed upon 
his hearers that the outside of the store 
should maintain a good appearance in or- 
der to call people inside. There should 
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be an electric sign and well trimmed show 
windows, which will deliver a selling mes- 
sage. He recommended types of windows 
which would have no reflections, because 
too many people look at themselves in the 
window rather than the merchandise. He 
also recommended no steps or other hin- 
drances for getting into the store. The 
store door, he said, should be wide enough 
for free passage and also be easily opened. 
The hinges should be so placed that when 
the door opens, it will deliver the custom- 
ers to the displays which the merchant 
particularly wants them to see. 

Windows should be inclosed and well 
lighted with the light reflected onto the 
goods. The interior of the store should 
be arranged to give a good first impres- 
sion. Goods should all be in sight and 
accessible, and so arranged as to give a 
maximum of selling area. Goods should 





be displayed in open top display tables and 
on panel doors. Aisles should be wide and 
easy to travel ; all displays should be under 
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36 in. in height. He pointed out that high 
cases can be “leaned upon,” while no one 
can lean upon a low case or table. The 
office, he said, should be in the center, up 
a little from the rear wall, and should 
be elevated, so that anyone in the office 
can view the entire store. Merchandise 
which sells the best should be placed in 
the more remote places, so that in getting 
to it customers must pass displays of 
slower sellers. 

He advised merchants to have a bargain 
table and always to keep it in the same 
place in the store. In regard to open 
tables, Mr. Margeson gave 10 points of 
value, as follows: 

1. They talk every language. 2. They 
cut down the sales force. 3. They as- 
sist in inventory. 4. They suggest com- 
panion sales. 5: They look businesslike. 
6. They cut down the investment in 
goods. 7. They reduce the storage space. 
8. They are the cheapest method of dis- 
play. 9. They take away the invisible 
sales barrier from the merchandise. 10. 
They quote prices correctly. 

At the close of Mr. Margeson’s address, 
there was a summing up of the points pre- 
sented, led by J. H. Dickbrader. 

The afternoon session opened promptly 
at 2 p. m., beginning with the address of 
President Carter, who, in his annual ad- 
dress, said in part: 

“The primary object of this convention 
is the thorough study and discussion of 
present-day problems to develop some con- 
structive program to guide us in the con- 
duct of our businesses through the year. 

“Hardware dealers of Missouri, I be- 
lieve, generally are paying more attention 
to the changing conditions and are taking 
their obligation as a hardware retailer 
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more seriously. This is indicated by the 
more general appreciation of the services 
as rendered by the Hardware Associa- 
tion. Also, the increasing number of deal- 
ers who are adding new fixtures and meth- 
ods of better displaying merchandise that 
it may have a greater appeal to the cus- 
tomer. Also the increased interest, year 
after year, in the programs of the conven- 
tions indicate that dealers are anxious to 
know what steps to take and what policies 
to adopt to better meet the new competi- 
tion. Hardware dealers in the past have 
had their troubles, and one of the most 
irritating has been what has been ‘called 
jobber competition. While I am inclined 
not to excuse the jobbers for much of 
this condition, yet we must admit that the 
jobber also has his troubles, some of them 
undoubtedly caused by inconsiderate poli- 
cies of retailers, such as small orders, re- 
turned goods, taking past due discounts, 
which in many cases, no doubt, have real- 
ly been unfair to this branch of the hard- 
ware business. 

“The general outlook for Missouri as a 
State, I believe, is very favorable. The 
development of the dairy industry, the good 
roads with their unsurpassed scenery, and 
the attractive playgrounds of Missouri, 
which are becoming better known and are 
attracting tourists from all over our coun- 
try, will mean additional business to the 
hardware dealer who keeps his ear to the 
ground as to trends in demand for mer- 
chandise, and he will naturally share in 
any prosperity that our State may enjoy. 
Keeping up with these changing conditions 
will necessitate the discontinuance of cer- 
tain lines and the addition of others. Just 
as ox shoes were once a staple hardware 
item, but are now in the souvenir class; 
automobile tires, radio and electrical ap- 
pliances having replaced them and others 
once just as staple.” 

Following the president’s address, the 
able secretary, F. X. Becherer, St. Louis, 
made his annual report. 

Mr. Becherer spoke on the value of 
business control and urged every member 
to make a close study of his individual 
business. He reviewed the year 1927, say- 
ing that he had made 967 visits to dealers 
in different parts of the State in the 
twelve months. Mr. Becherer then related 
the various changes in the membership, and 
recommended an aggressive campaign for 
new members in 1928. In part he said: 

“The hardware trade in Missouri dur- 
ing 1927 showed some improvement over 
the previous year, 1926, and the outlook 
for 1928 looks very promising. To the 
retail hardware dealers of Missouri I 
would recommend that a careful study or 
survey be made of the methods that you 
must adopt to continue in business. 

“One of the most important items 
brought out during the past year by the 
National Retail Hardware Association has 
been ‘Business Control.’ This is one of 
the most important subjects now occupying 
the hardware mind. Not only retailers, 
but wholesalers and manufacturers are 
starting 1928 with the firm purpose in mind 
that they are going to install ‘Business 
Control’ and know every week and month 
how their sales and purchases stand. They 
realize that in this way they will control 
their business, instead of lettifg their busi- 


ness control them. By controlling their 
business, we mean holding it in line until 
profits are assured to the merchants. 

“To survive, the hardware merchant 
must acquire better merchandising meth- 
ods, and one of the most fundamental 
things for him to do is to apply and carry 
into execution some, if not all, of the pro- 
gressive merchandising methods adopted at 
the 1927 National Congress at Mackinac. 

“It is very gratifying to see the improve- 
ment in all sections of Missouri of our 
dealers making better displays, re-arrang- 
ing their stores and putting in accounting 
records so as to have a better knowledge 
of their business. It shows that the Mis- 
souri Retail Hardware Dealers are awak- 
ening to the fact that they must progress 
by changing their old-time store methods. 
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The address of the afternoon session 
was “The New Competition, Merchandise 
and Merchandising,” delivered in a very 
effective way by H. R. LaTowsky, sales 
promotion manager of E. I. du Pont de 
Nemours & Co., Inc. In part, Mr. LaTow- 
sky’s address follows: 

“The hardware dealer’s competitors to- 
day are not necessarily the other hard- 
ware dealer in the same town. His real 
competitors may be in another line of busi- 
ness in a far-away community. Just a 
few of the average hardware dealer’s com- 
petitors today are: 

The 5-and-10-Cent Store, Department 
Stores, Automobile, Gas Station, Radio, 
Mail Order House and Store, Big City 
Store, Specialty Stores, Chain Stores, 
Drug Stores, Lumber Yards and the 
Company Store. 

“Someone has said that ‘we progress 
through change.’ If this be true, then this 
must be an age of progress. One thing 
is sure, and that is that competition calls 
for alertness, modern methods and an in- 
telligent study of the best methods of se- 
curing consumer patronage and favor, 

“Even the customer has changed today. 
He has an increased income. He has easier 
travel. His automobile carries him any- 
where. Labor-saving devices simplify his 
work. His desire outruns his need, and 





he continually has new merchandise put 
before him to tempt his pocketbook. 

“T referred to the customer as belong- 
ing of the masculine sex, and I stand cor- 
rected. The real customer today is the 
woman. Various surveys show that women 
spend 85 to 95 per cent of all money taken 
in. Even in hardware stores it has been 
variously estimated that women spend over 
50 per cent of the money. 

“There are no ‘old’ women in the United 
States today. They are all ‘young.’ This 
means that you have an entirely new cus- 
tomer to deal with. As a good business 
man you should find out what women want 
and what they like in a store. You should 
endeavor to make your store inviting to 
women, so that they will feel at home 
and free to come in and shop at will. 
Dealing with the woman is a little dif- 
ferent than dealing with the man. Differ- 
ent methods, new tactics are needed. 

“Another kind of ‘new competition’ is 
evidenced in the Color Age, which has 
risen rapidly during the past few years. 
The Color Age was first given a good start 
in this country on automobiles. At the 
National Automobile Show this January, 
there wasn’t a single automobile finished 
in black shown. The Color Age can mean 
big opportunities and profits for you if 
you will cash in on it in time. The color 
age will cause to become obsolete many 
of the things used in the kitchen and the 
bathroom of the home. You can sell them 
new ones. 

“Why should a kitchen always be white, 
like a hospital or laboratory? Why not 
put some colors into a warm kitchen to 
make the housewife feel more cool and 
comfortable while preparing hot meals. 

“One manufacturer of colored kitchen 
cabinets said recently, in an advertise- 
ment to women, ‘Who could feel old in so 
young a kitchen?’ There is a slogan for 
you! Is there any woman living who 
wants to feel old? No, sir, not if she can, 
by using color in the kitchen, feel young. 
The man who wrote that ad understands 
women ! 

“Kitchenware in color which you dis- 
play in your store is but another evidence 
of an “opportunity to sell kitchenware to 
people who can’t wear out their old stuff. 
The Color Age is making business good. 
In fact just last week my wife went down 
to a hardware store to buy a yellow tea 
kettle—not because the one we had was 
worn out, but because it didn’t have any 
color on it. 

“To show you what the Color Age has 
meant to the paint business, you may be 
interested to know that in the four years 
between 1921 and 1925 the amount of paint 
business doubled in this country. Over a 
half a billion dollars’ worth of paint busi- 
ness was done in 1925. And it’s increasing 
every year.” 

There was but one session on the sec- 
ond day of the convention. The nominat- 
ing committee reported at this time as fol- 
lows: President, J. G. Wade, Monroe City, 
Mo.; vice-president, E. J. Creissen, St. 
Louis, also secretary, St. Louis Retail 
Hardware Association; treasurer, Frank 
J. Warnhoff, Boonville, Mo., and secre- 
tary, F. X. Becherer, St. Louis. The fol- 
lowing men were suggested for new di- 

(Continued on page 118) 
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New England Hardware Men 
Attend 35th Annual Banquet 


More than 200 members of the New 
England Iron & Hardware Association 
and guests attended the thirty-fifth an- 
nual banquet on Thursday evening, Jan. 26, 
at Hotel Somerset, Boston, Mass. W. A. 
Hopkins, Decatur & Hopkins Co., Bos- 
ton, president of the association, presided 
and spoke optimistically regarding the 
business outlook for 1928. He introduced 
Hon. Samuel L. Powers as toastmaster, 
who has served in this capacity since the 
association has held annual dinners. 

J. M. Fitzgerald, assistant to the chair- 
man of the committee on public relations 
of the eastern railroads, spoke on “Is 
There a Railroad Problem?” He stated 
that the United States has 40 per cent 
of all the railroads in the world, and that 
its railroads carry 60 per cent of the 
world’s business. We have 250,000 miles 
of main lines and the carriers employ 
1,800,000 and have an annual payroll of 
approximately $3,000,000,000. 

The improvement in service rendered 
by railroads has permitted the manufac- 
turer, the wholesaler and the retailer to 
carry smaller inventories and to conduct 
business on a hand-to-mouth buying pol- 
icy. Mr. Fitzgerald maintains that the 
day has passed when the public buys rail- 
road mileage; speed is the thing required to- 
day. To correct the impression that the 
railroads are endeavoring to secure all 
they can from shippers and passengers, 
he said the carriers were only interested 
in earnings to the extent of what they 
actually need to maintain themselves and 
to give a reasonable return on money 
invested. 

Judge Thomas H. Dowd of the Mu- 
nicipal Court of Suffolk County, Massachu- 
setts, gave a forceful talk on the triangle 
of justice, the people, the bench and the 
bar. A comparison was given of crime 
in this country and in England, as well 
as statistics to prove that England tries 
and punishes crime much more efficiently 
and quicker than do we, his point being 
to disclose the looseness of justice in this 
country. Law is an industry, just as is 
the iron and steel business. There are 
good and bad lawyers, just as there are 
good and bad business men. The judge 
was inclined to the belief that much of 
the looseness of our courts can be traced 
to the indifference of the public to law 
and the workings of the law. 

Other speakers of the evening included 
Captain Albert H. Church, late of the 
Royal Fusileers, Frank H. Meloon, finan- 
cial editor of the Boston American and 
Rev. Harold Major, D.D. of Boston. 

William H. Bowe, Herrick Co., Boston, 
was chairman of the banquet committee, 
and Quincy W. Wales, Brown-Wales Co., 
Boston, chairman of the reception com- 
mittee. 





H. Channon Co. Becomes General 
Hardware Jobber 


H. Channon Co., Market and Ran- 
dolph Sts., Chicago, Ill., long and favor- 
ably known as mill supply and heavy 
hardware jobbers, has announced that it 
intends to enter the general hardware 





jobbing field. The concern is already 
handling some shelf hardware and house 
furnishing items and is in the market for 
additional lines. 


Frank G. Drew Completes 
Quarter Century with Win- 
chester Arms 
Frank G. Drew, president, Winchester 


Repeating Arms Co., New Haven, Conn., 
became a member of the Winchester Gold 





Frank G. Drew 


Medal Association, composed of employees 
of twenty-five years service, on Jan. 20. 

Mr. Drew is the fourth president of the 
company to become a member of the asso- 
ciation, and in commemoration of the 
event, Winchester Bennett, of the Board 
of Directors, and a former president of 
the company, presented the Winchester 
Gold Medal and a memorial of welcome 
from the association. 

Joining the Winchester company in 1903, 
after successful work in the hardware and 
sporting goods jobbing field, he became 
vice-president in 1916, and in 1924 was 
elected president. 

There are 462 living members of the 
Winchester Gold Medal Association, of 
whom 318 are in active service. 





Geller, Ward & Hasner Elect 
H. W. Geller President 


Geller, Ward & Hasner Hardware Co., 
410 North 4th St. St. Louis, Mo., re- 
cently elected the following officers and 
directors: H. W. Geller, president; D. F. 
Kingsland, first vice-president; Emil 
Homer, second vice-president; I. W. Love, 
secretary, and E. F. Partenheimer, treas- 
urer. The directors include, L. T. Ward, 
C. H. Hasner, A. J. Austin, O. H. Fink 
and R. J. Lickiss. 

The company has purchased an additional 
warehouse at Second and Lucas Avenue, 
St. Louis; a five story building with 65,- 
000 sq. ft. of floor space, to take care of 
increased business. 





Gen. Robert E. Wood, President 
Sears, Roebuck & Co. 


General Robert E. Wood has been 
made president of Sears, Roebuck and 
Co. Chicago, IIl., to succeed Charles M. 
Kittle, who died on January Ist. Gen- 
eral Wood has been a vice-president of 
the company for the past 3 years and 
was for 5 years connected with Mont- 
gomery, Ward and Co. He was also 
employed in executive capacities by the 
General Asphalt Co. and the E. I. Du- 
pont de Nemours Co., Wilmington, Del. 

Gen. Wood is 49 years old and a grad- 
uate of West Point. He served in the 
Canal Zone during the construction of 
the Panama Canal, but resigned from the 
army soon after, He reentered the ser- 
vice during the World War, and attained 
the rank of brigadier general and again 
resigned from the Army in 1919. 

At the time of announcing General 
Wood’s elevation to the presidency of 
Sears, Roebuck and Co., Julius Rosen- 
wald, chairman of the board, announced 
the resignation of O. C. Doering, vice- 
president in charge of operations, who 
has been connected with the company. for 
over 30 years. Mr. Doering is to be 
succeeded by Lessing Rosenwald, son of 
Julius Rosenwald. 





Parker Wire Goods Co. Buys 
Stephen Richard Co., Inc. 


Stephen Richard Co., Inc., pioneer cut- 
lery manufacturer of Southbridge, Mass., 
has been purchased by the Parker Wire 
Goods Co., manufacturer of wire hard- 
ware, special wire forms and metal stamp- 
ings in Worcester, Mass. It has been an- 
nounced that the same standard of quality 
and service which the Parker company 
maintains, will be continued in the Stephen 
Richards plant. Headquarters for sales 
and shipments will be in Worcester, but 
the Stephen Richard factory will be con- 
tinued at Southbridge. 

Stephen Richard founded the business 
in 1861 at Bridgeville, Mass., for the man- 
ufacture of shoe and leather knives. His 
distribution grew rapidly, which necessi- 
tated the removal of the plant to its present 
location. In the new and larger quarters, 
he widened the line, producing many differ- 
ent types of knives. 

The Richard family sold their interest 
in the concern in 1917, which was then 
incorporated by the new owners. 





Lamson & Sessions Co. Names 

L. F. Cowell and W. M. Olsen 

Leonard F. Cowell has been appointed 
Chicago district manager for the Lamson 
& Sessions Co., Cleveland, Ohio. William 
M. Olsen ‘has been appointed to fill a 
similar position in the Detroit territory, 
the company having opened new district 
offices in both cities. The Chicago office 
is at 1016 S. W. Straus Building, and the 
Detroit office at 4-228 General Motors 
Building. 

Mr. Cowell was for 15 years connected 
with the sales organization of the Kirk- 
Latty Co., Cleveland, which was absorbed 
some time ago by the Lamson & Sessions 
Co. Mr. Olsen was connected with the 
Kirk-Latty Co. for 17 years. 
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O. B. James Elected President 
Wisconsin Hardware Co. 


O: B. James was elected president of 
the Wisconsin Hardware Co., Madison, 
Wis., at a recent two day convention held 
in the Park Hotel of that place. More 
than 200 dealers attended the convention, 
the feature of which was an exhibit of 
products from 22 factories, filling two 
large dining rooms in the hotel. Speeches 
were made by Col. Houston Dudley, pres- 
ident of Gray & Dudley Co., Nashville, 
Tenn. and H. M. Weyrauch, Sterling, Ill. 

The company was incorporated in 1925 
with a capital of $25,000 and a member- 
ship of five retail hardware dealers. The 
concern now has a capitalization of $125,- 
600, and 104 dealers in its membership. 

Other officers elected at the convention 
were, F. E. McKichan, Fenimore, Wis., 
vice-president; Roy Beat, Mt. Horeb, 
treasurer and W. E. Miller, Madison, 
secretary. The directors include, Darwin 
Follette, Albert Geigel, Paul Glen, presi- 
dent of Wisconsin Implement Dealers’ 
Association and D. A. Williams president 
of the Wisconsin Retail Hardware 
Dealers’ Association. 


Devoe & Raynolds Changes 
Division of Sales Districts 


Devoe & Raynolds Co., Inc., New York 
City, has announced a change in the sales 
districts of the company in the United 
States. The Eastern District, formerly 
consisting of the New York, Philadelphia, 
Syracuse and Atlanta branches, now con- 
sists of the New York, Buffalo, Boston, 
Philadelphia and Syracuse branches, with 
headquarters at New York. H. J. Birtch 
is the district sales manager. 

The Central District, formerly consist- 
ing of the Buffalo, Boston, Cleveland and 
Cincinnati branches, is now composed of 
the Chicago, Cleveland, Cincinnati and De- 
troit branches, with headquarters in Chi- 
cago. E. T. Gray is the district sales 
manager. 

The Western District, which formerly 
consisted of the Chicago, Detroit, Minne- 
apolis, Omaha and Denver branches, is 
now composed of the Kansas City, Omaha, 
Minneapolis, Wichita, Tulsa and Okla- 
homa City branches with headquarters in 
Kansas City. J. B. Hartranft is in charge 
of this district. The old Southwestern 
District is now known as the Southern 
District and consists of the Atlanta, New 
Orleans, Dallas, Houston and Shreveport 
branches with headquarters at Atlanta, Ga. 
Ivor Kenway is district sales manager. 





Paint Store Chain Enters 
Retail Hardware Field 


Robert F. Jacobi, president and treas- 
urer of the Badger Paint Stores, a chain 
of 42 retail paint stores operating in Mil- 
waukee, Wis., and vicinity, announces 
that the business of the company is to be 
expanded to include hardware. It is also 
planned to add at least 25 more units to 
the present chain. 

The announcement followed the incor- 





poration for $200,000. of the Badger 
Hardware Stores, which will handle the 
hardware end of the expanded business. 
The Badger Paint Stores, controlled by 
the same interests and capitalized at $50,- 
000, will continue to handle the paint end, 
while the retail stores themselves will 
hereafter be known as the Badger Paint 
and Hardware Stores. The present units 
of the chain now include 22 stores in 
Milwaukee and 20 in the surrounding 
towns. The additional 25 stores to be 
opened soon, will be mostly in Milwau- 
kee. 


Pittsburgh Retailers Hear Sen. 
Sprowls and H. P. Sheets 


Members of the Pittsburgh Retail Hard- 
ware Dealers Association were given sev- 
eral kinds of treats at the regular monthly 
dinner and meeting of the association, held 
in the Roosevelt Hotel, Pittsburgh, Pa., 
on Friday evening, Jan. 27. 

Sen. George B. Sprowls, of Claysville, 
Pa., who never has to be introduced to a 
hardware audience, spoke briefly on proper 
store arrangement. He told of the value 
of steel display tables and presented such 
a table to J. M. Bossert, Hulton, Pa. Mr. 
Bossert had drawn the winning number 
for the display table which was donated 
by David Lupton Sons Co., Philadelphia, 
Ps: 

Herbert P. Sheets, secretary-treasurer 
of the N.R.H.A., was present and spoke 
about the present day competition of the 
hardware dealer. His talk was very much 
enjoyed and appreciated, as was Senator 
Sprowls’. 


W. Rockenfield Vice-President 
High-Speed Hammer Co., Inc. 


William A. Rockenfield, recently general 
manager of the Baldwin Chain & Mfg. 
Co., Worcester, Mass., and identified with 
other manufacturing projects, has been 
appointed vice-president of the High- 
Speed Hammer Co., Inc., Rochester, N. Y. 
He will devote his time to engineering 
and sales. 


Employees Honor Morris Falk 


Morris Falk, president of the Independ- 
ent Lock Co., Fitchburg, Mass., was re- 
cently tendered a farewell party by over 
200 employees of the company, prior to 
his departure for a Western business trip. 





Hercules Cans Turpentine for 
Canadian Distribution 


The Hercules Powder Co., Wilmington, 
Del., has arranged to distribute Hercules 
steam-distilled wood turpentine in Canada 
in five gallon, one gallon and quart cans. 
This new method of distribution will be 
made possible by having the cans filled di- 
rectly from the company’s stock in Mon- 
treal or Toronto. 

The new cans will be attractively litho- 
graphed in orange and black and will be 
distributed in the provinces of Quebec and 
Ontario, as well as the Maritime Prov- 
inces. 





Russwin Alumni Formed by 
Former R. & E. Employees 


Nine former employees of Russell & 
Erwin Mfg. Co., New Britain, Conn., met 
at 45 Franklin Street, New York City, on 
Jan. 27 and formed the Russwin Alumni: 
This new organization, composed of hard- 
ware men formerly employed by Russell 
& Erwin, will be a social organization 
and will provide a means of renewing 
old friendships. Those present were: 
Charles (Pop) Coqueron, who was elected 
president of the organization; Geo. H: 
Holstein, Norwalk Lock Co.; Walter W- 
Kraeger, Lockwood Co.; Harry H. Hoff- 
man, Ostrander. & Eshleman; Harry J: 
Schmitt, J. W. Fox Hardware Corp.; 
Frank Mulverhill, P. & F. Corbin; Fred 
H. Ritterbusch, Reading Knob Works; 
Herman Clausen, Clausen & Son, and 
Hillard S. Ward, J. W. Fox Hardware 
Corp. 


Segal Lock Appoints H. Mayer 


H. A. Mayer has been appointed sales 
representative of the Segal Lock & Hard- 
ware Co., 155 Leonard Street, New York 
City, in North and South Dakota, Minne- 
sota and Wisconsin. His headquarters wilt 
be at 1053 Plymouth Building, Minneapolis, 
Minn. Mr. Mayer is a brother of S. J. 
Mayer, vice-president of the company. 


Guy Hubbard Joins National 
Acme Co. as Advertising Manager 


Guy Hubbard, formerly associate editor 
of Mechanical Engineering, New York 
City, has joined the National Acme Co., 
machine tool builders of Cleveland, Ohio, 
as advertising manager. Mr. Hubbard 
began his active association with the ma- 
chine tool business in 1915 with the Wind- 
sor Machine Co., Windsor, Vt. He is a 
director of the Machine Tool Congress 
of the National Machine Tool Builders’ 
Association. 


e a 


Central Hardware to Build 


The Central Hardware Co., St. Louis, 
Mo., retailers and wholesalers of hard- 
ware and plumbing supplies, has _ pur- 
chased a tract of land containing approx- 
imately 55,000 square feet and will erect 
a building on it at once. “The new build- 
ing is to cost $100,000, and will contain 
the company’s store, display rooms and 
warehouse. 


Currier Now Representing 
Norwalk Lock Co. 


Farnsworth Currier, formerly sales man- 
ager of the Schlage Lock Co., San Fran- 
cisco, Cal., has resigned from the company 
and is now representing the Norwalk Lock 
Co. of South Norwalk, Conn. Mr. Cur- 
rier is also connected with Nissen-Currier 
Co., manufacturers’ agents, of Los An- 
geles, Cal. 
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Naylor Elected President 
Keystone Forging Co. 


J. F. Naylor was elected to the presi- 
dency of the Keystone Forging Co., North- 
umberland, Pa., at a recent meeting of 
the board of directors. He succeeds J. J. 
Axilrod,; who resigned. Mr. Naylor has 
been works manager for the Keystone 
company for three years and was previ- 
ously associated with the J. H. Williams 
Co., Brooklyn, N. Y., for 20 years. 


Charles H. Lensheld Advanced 


Charles H. Longfield, sales manager of 
Lamson & Sessions Co., Cleveland, Ohio, 
has been elected a director of the company. 





F. J. MacMackin Advanced 


Fred J. MacMackin, secretary-treasurer 
of the Andrews Iron & Steel Corp., Utica, 
_N. Y., has been made general manager 
of the company. George W. Andrews 
continues as president. 





Spokane Hardware Co. Plans 
to Open Three Branch Stores 


On March 1, the Spokane Hardware Co., 
706 Main Avenue, Spokane, Wash., will 
open three branch stores in outlying parts 
of Spokane. These stores will carry the 
same merchandise as the main store and 
will have the same prices, their existence 
being necessary by the rapid growth of 
the city and the increasing difficulty of 
customers in finding parking space on Main 
Avenue. 

A. P. Meyers, manager of the com- 
pany, announces that the stores will be in 
East Sprague, North Monroe and North 
Division. There will be no shelving in 
the stores, all merchandise being displayed 
on tables and other modern fixtures. The 
Spokane Hardware Co. was organized in 
1886 by the late Thomas P. Conlan and 
A. P. Wolverton. It is owned and operated 
entirely by Spokane men, who bought the 
store from Mr. Conlan and his associates 
in 1910. B. H. Kizer is president of the 
company. 


Rosenbaum with United Tool 


H. King Rosenbaum, formerly with the 
Snap-on Wrench Co., is now sales man- 
ager for the Universal Vise-Grips in the 
United Hardware & Tool Corp., 74 Reade 
Street, New York City. 





J. J. Fite Now with 
Davis, Hunt, Collister Co. 


J. J. Fite, for many years prominently 
identified with the wholesale hardware in- 
dustry in Cleveland, Ohio, as secretary of 
the Luetkemeyer Co. until its dissolution 
a few years ago, has become affiliated with 
Davis, Hunt, Collister Co., Cleveland, 
wholesale and retail dealers, as buyer in 
the general hardware department. 





Edgewater Park, Miss., Host to 
Southern Hardware Convention 


Charles F. Rockwell, secretary-treasurer 
of the American Hardware Manufacturers 


Association, 342 Madison Avenue, New 
York City, has announced dates of the 
1928 joint convention of the Southern 
Hardware Jobbers’ Association and the 
American Hardware Manufacturers’ As- 
sociation. It will be held at the Edge- 
water Gulf Hotel, Edgewater Park, Miss., 
during the week of April 15, 1928, with 
the opening session on the evening oi 
Monday, April 16. 


McKinney Promotes W. A. Scott 
—E. D. Reeves Comes to New 
York 


W. A. Scott who has been manager 
and a director of the McKinney Mfg. 











W. A. Scott 











Co., Inc., 73 Warren Street, New York 
City, since its establishment a year ago 
to handle Metropolitan area sales on the 
products of McKinney Mfg. Co., Pitts- 








E. D. Reeves 











burgh, Pa., has again been promoted. On 
Feb. 1, Mr. Scott assumed an executive 
position with the parent organization in 
Pittsburgh. Mr. Scott has been with 





McKinney about ten years, is well known 
among both jobbing and retail trade, is 
a familiar figure at national conventions 
and an active member of the’ N: -Y. Hard- 
ware Boosters. 

E. D. Reeves who has represented Mc- 
Kinney in Ohio, Michigan and - Indiana 
for the past five years has succeeded Mr. 
Scott as manager of the New York or- 
ganization. 


Wickwire Spencer Announces 
Several Selling Aids 


The Wickwire Spencer Steel Co. and its 
subsidiary American Wire Fabrics Corp., 
41 E. Forty-second Street, New York City, 
are now identifying every foot of wire 
screen cloth which they manufacture with 
a gold strand in the selvage. Such well- 
known brands as Galvanoid, Galvex, Amer- 
ican Bronze and Clinton Bronze, as well 
as all painted brands, are now known as 
Gold Strand Galvanoid, Gold Strand 
Galvex, Gold Strand American, or Gold 
Strand Clinton Bronze. 

On Jan. 8, the American Wire Fabrics 
Corp. entered into a contract with the 
National Broadcasting Co. for sixteen 
weeks of radio broadcasting over the Blue 
Network, between the hours of 1 and 2 
p. m., covering twenty-two stations. An- 
nouncement is made over the entire grout 
of stations that the concert is given to the 
radio public in the interest of the hard- 
ware dealers of the United States, who 
are handling Gold Strand Brands of wire 
screen cloth. 

The company offers a booklet “Handy 
Hints for Making Window, Door and 
Porch Screens” to all who ask for it 
The number of replies that have been re- 
ceived from consumers, indicates an inter- 
est on the part of the public who have 
requested samples and a copy of the book- 
let, that was entirely unlooked for. These 
letters will be turned over to jobbers, who 
in turn will hand them to the dealers in 
the towns or cities from which they orig- 
inate. The dealer if he desires, can fol- 
low up the leads. 

Dealers can benefit by this advertising 
by displaying in their windows one of the 
attractive Gold Strand window displays. 
Any dealer who requests a window display 
will be forwarded one by the company, 
without obligation. 

The American Wire Fabrics Corp. will 
also supply the dealer with illustrated book- 
lets entitled, “Why of Gold Strand” and 
“Handy Hints for Making Window, Door 
and Porch Screens,” for distribution to his 
customers. 


Haw Hardware Elects Officers 


At the annual meeting held recently of 
the Haw Hardware Co., a_ wholesale 
hardware house of Ottumwa, Iowa, the 
following officers were elected: E. A. 
Haw, president; J. B. Mirgon, vice-presi- 
dent; H. P. Colt, treasurer and F. B. 
Haw secretary. All the officers have been 
associated with the company for at least 
15 years. 
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The House Committee on Interstate and 
Foreign Commerce has practically agreed 
to hold final hearings some time during 
the present month on the Kelly-Capper 
price standardization bill. Representative 
M. Clyde Kelly told Harpware AcE that 
the time of the hearing depends largely on 
whether or not the Federal Trade Com- 
mission can furnish the committee with a 
report based on its inquiry into resale 
price maintenance and he is of the opinion 
that the committee will be able to obtain 
the information from the Commission. 

He also is optimistic that the committee 
will make a favorable report on the bill. 
In such an event it would then reach the 
floor of the house for debate. The action 
of the house and subsegently of the senate 
on the bill is problematical, but proponents 
claim that its chances of passing, once it 
is reported, is better than ever before, 
although opponents take a contrary view. 
The calendars of both the house and the 
senate are heavily loaded with legislative 
matters, a fact which might tend to curtail 
debate on the measure. The vigorous con- 
test over it, however, leads many to believe 
that while debate can be controlled in the 
house it will not be limited in the senate 
and that therefore final action may call for 
considerable time. 





Far-reaching inquiry into the changes 
in economic currents of the country, has 
been instituted by Secretary of Commerce 
Herbert Hoover. He has appointed a com- 
mittee of leading business men and 
economists to supervise the undertaking. 
The names of the committee will be an- 
nounced later. Private individuals have 
subscribed the necessary money to enable 
the committee to pay the expenses of the 
Bureau of Economic Research, New York, 
to make the fact-finding background, and 
the cooperation of the Department of 
Commerce will be given. 

It is proposed to determine facts with 
regard to such questions as the shifts in 
employment, changes in methods of pro- 
duction in industry and agriculture, and 
in distribution, shifts in relative price levels 
and profits, movements in the business 
cycle, shifts in standards of living, foreign 
trade and foreign credits, and other allied 
subjects which bear upon an understanding 
of the general business situation of the 
country. It is expected that the inquiry 
will take some months and will be made 
of the most exhaustive character. Five 
years ago a similar survey was made under 
similar auspices from which came a 
greatly improved understanding of the 
major business currents. 





By L. W. Moffett 


Representative manufacturers, distribu- 
tors and consumers of hollow metal and 
kalamein doors, architects, engineers and 
others interested held a joint meeting last 
week at the Department of Commerce with 
officials of the Division of Simplified Prac- 
tice for the purpose of promulgating sep- 
arate simplified practice recommendations 
for these types of doors. The joint con- 
ference agreed upon four stock door sizes 
for the kalamein single acting doors and 
trim and five semi-stock single doors and 
five semi-stock sizes for resultant pairs. 
For the recommendations regarding hollow 
metal single acting swing doors and frame, 
there were promulgated nine sizes for single 
doors and the same for resultant pairs. 
Following the conference, the Division of 
Simplified Practice will prepare the two 
recommendations for circularization among 
the interested groups to secure the neces- 
sary 80 per cent acceptance by volume of 
consumption and production, after which 
they will become effective. 


Five corporations manufacturing and 
distributing saddlery hardware have en- 
tered a stipulation agreement with the 
Federal Trade Commission to discontinue 
making contracts for fixing uniform basic 
prices of their product. Prior to the sign- 
ing of these stipulations these corporations, 
according to the Commission, had an under- 
standing with each other by which they 
fixed uniform basic prices. , 

Another stipulation proceeding was an- 
nounced in connection with a maufacturer 
of automobile accessories who, it was 
claimed, compounded a chemical product 
for use in the automotive industry as a 
cementer of engine gaskets. He is said 
to have advertised it as “Gasket Shellac,” 
and as “Gasket Shellac, a Compound,” 
when, it is stated, the product so designated 
was not compounded solely of genuine 
shellac gum cut in alcohol but was manu- 
factured according to a formula contain- 
ing elements, ingredients and materials in- 
cluding gum other than shellac. The re- 
spondent agreed to cease and desist from 
the use of the word “shellac” to describe 
a product not 100 per cent shellac gum cut 
in alcohol, the Commission said, and in 
case a product compounded by him shall 
contain less than 100 per cent gum, he 
shall label it “shellac compound,” the word 
“compound” to be in type as conspicuous 
as that of the word “shellac.” In case 
there be no shallac gum in the product it 
is to be labeled with some word other than 
shellac. 





Washington News Letter 


Final Hearings in Kelly-Capper Price Standardization Bill—Bureau of Economic 
Research—Simplified Practice Shows Growth—Other Notes from the Capital 


Simplified practice in industry has shown 
a remarkable growth as is interestingly 
shown in a report just issued by Ray M. 
Hudson, assistant director, Bureau of 
Standards, which reviews the 1927 activi- 
ties of the commercial standards group of 
the bureau. There were completed during 
the year 18 new simplified practice recom- 
mendations, bringing the total projects com- - 
pleted to 80. That simplified practice yields 
benefits sufficient to attract manufacturers, 
distributers and consumers alike, said Mr. 
Hudson, is demonstrated in the high de- 
gree of adherence shown by reviews of 
15 of the simplified practice recommenda- 
tions already promulgated. The report 
says that acceptors representing an aver- 
age of 82.61 per cent of the total volume 
of the industry affected are following the 
simplified practice schedules. Further evi- 
dence that simplification is proving of great 
value to manufacturers and purchasers, it 
is pointed out, is found in the increased 
number of associations accepting the com- 
pleted recommendations. The list of as- 
sociational endorsers grew from 686 to 
868 during the year, the individual con- 
cerns from 2775 to 6676. Among other 
experiences cited in connection with this 
form of waste elimination are those per- 
taining to a metal lath manufacturer who 
reported a reduction of $140,000 in his 
inventory and a manufacturer of eaves 
trough and conductor pipe who reported a 
$30,000 reduction in his inventory. <A 
manufacturer of die head chasers reported 
a 20 ger cent reduction in his inventory 
while another reported a reduction of 65 
per cent. The Standing Committees of 
several industries that had already adopted 
simplified practice recommendations held 
their annual conferences and among the 
items to be reconsidered were bed springs, 
range boilers, steel reinforcing bars, woven 
wire fencing, files and rasps, sheet steel, 
eaves trough and conductor pipe and terne 
plate. The terne plate conference changed 
the title of its recommendation to roofing 
terne plate in order to eliminate any con- 
fusion which might arise from the fact 
that terne plate sheets are used for many 
purposes in addition to roofing, the con- 
sumption of roofing terne plate being small 
when compared to the volume which goes 
into other manufactured products. Mr. 
Hudson estimated that in eight of the 80 
simplifications savings are estimated by 
leaders of the affected industries to be 
around $300,000,000 annually. Some of the 
estimated savings are: Plow bolts, $200,- 
000; die head chasers, $500,000; sheet steel, 
$2,400,000; reinforcing steel bars, $4,500,- 
000; range boilers, $5,500,000. 
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General Market News 








Optimism Prevails in Hardware 
Trade For Business of First Quarter 


New York, Feb. 8.—Reports’ from the hardware trade in gen- 
eral indicate optimism for business to be expected in the first three 


months of 1928. 


Although the month of January has been de- 


cidedly backward, due in no small part to unseasonable weather, 
the indications are that February will show a noticeable improve- 


ment. 


Prices in most sections of the country are firm and in many items 
show advances. Retail stocks are not heavy and jobbers are report- 
ing a good movement of spring merchandise. 

Collections are, mainly, satisfactory. 








Commencing with this 
issue HarpwarE ACE will 
carry, semi-monthly, a 
market report from 
Kansas City, covering 
the Missouri River 
Crossing Area. This is 
being handled by a very 
competent market ed- 


itor. 











Chain Store Sales for 1927 
Larger Than Previous Year 


Sales made during 1927 by chain stores 
show increases over those of the previous 
year ranging all the way from 7.5 per cent 
to as high as 45 per cent. F. W. Wool- 
worth Co. reported sales of $43,897,027 for 
December, an increase of 6.1 per cent over 
$41,348,747 for December, 1926. For 1927 
sales totaled $272,747,430, an increase of 
7.5 per cent over $253,642,249 for the pre- 
vious year. Sales of stores in England 
increased 22.5 per cent over 1926. 

S. S. Kresge Co. reported sales of $23,- 
043,911 for December, an increase of 12.6 
per cent over $20,450,751 for December, 
1926. Sales for 1927 totaled $133,765,777, 
an increase of 12.2 per cent over $119,- 
218,005 for 1926. 

McCrory Stores Corporation reported 
sales of $6,854,463 for December, an in- 
crease of 13.5 per cent over $6,038,524 for 
December, 1926. Sales for 1927 were $39,- 
337,644, an increase of 17 per cent over 
$33,596,855 for 1926. 





W. T. Grant Co. reported sales of 
$8,204,952 for December, an increase of 
27.1 per cent over $6,454,673 for Decem- 
ber, 1926. For 1927 sales totaled $43,- 
322,451, an increase of 20.5 per cent over 
the previous year. 





Country’s Radio Quota Is One 
Set for Four Farmers 


On the basis of a study recently made 
by the Department of Agriculture, based 
upon a careful count through county agri: 
cultural agents, it is announced that radio 
receiving sets on farms now total 1,251,- 
186, or about one for each four farms. 

In 1925 there were 553,003 radio sets on 
farms, or less than half as many as the 
present count indicates. In 1924, farm 
radios numbered 364,800 and in 1923, 
145,530. 

The department finds that the farmer 
uses his radio mainly for business, listen- 
ing in on musical programs of the classi- 
cal variety when he can spare the time. 
Jazz programs do not enjoy the same 
popularity in agricultural sections that they 
do in the city. 


1928 Building Outlook Bright, 
States Contractor Authority 


Of keen interest is the report from 
building contractors and handlers of build- 
ing materials that the building outlook for 
1928 is bright and that the Presidential 
election campaign will not halt construc- 
tion work. “Building material and con- 
struction interests are appraising 1928 by 
1927’s net, after discount,” states Allen E. 
Beals in his Dow Service building report, 
which continues in part. “It is curious 
to note in this respect,” he says, “what 
they have considered as being likely to add 





to this year’s prosperity and what they 
think will take away from it. 

“They have discarded the idea that 
building activity is going to be hurt by 


the Presidential election campaign. They 
looked up the history of similar years 
and decided that all this talk about such 


occasions being necessarily years of ex- 
cessive caution was twaddle. 

“They were surprised to find that in 
only two Presidential election years in 
Moody’s compilation covering the time 
since the New York Stock Exchange was 
organized, was business bad. They were 
1884 and 1896. In both these years the 
volume and value of building construction 
sagged. But when the same authority 
showed that there had been eleven Presi- 
dential election years when business and 
building were both good, they decided to 
discard the theory that they had to ap- 
proach 1928 with unusual care on that 
account. The good years were 1868, 1872, 
1880, 1888, 1892, 1900, 1904, 1908, 1912, 
1916 and 1924, and the ‘bearish’ ones, 1864, 
1876, 1884, 1896 and 1920. The Presi- 
dential year of 1916 was actually a boom 
year, when local and national construc- 
tion reached the highest levels of value 
and volume either had hitherto attained. 

“National building construction pros- 
perity in 1928 has already been assured 
of a good start since the House of Repre- 
sentatives passed by a vote of 275 to 27 
the Reed bill, adding $100,000,000 to the 
Public Building Act of 1926, making the 
total to be spent for public buildings $265,- 
000,000. There is a comparable amount 
of backlog building pending in the metro- 
politan district of New York that only 
awaits assurance of general trade stability 
ere it goes ahead. Building material 
manufacturers are more nearly on a mass 
prodtiction basis than they have ever been, 
and, realizing that record-breaking and 
profit taking are not invariably synony- 
mous, contractors and material men are 
rating this year’s prospects rather high.” 


Simplified Practice Acceptance 
Increased During 1927 


At the close of the year 1927 it was 
found that eighteen Simplified Practice 
Recommendations had been completed in 
the year by Commercial Standards Group, 
Bureau of Standards, Washington, D. C. 
A recent report shows that acceptors rep- 
resenting an average of 82.61 per cent 
of the total volume of the industry effect- 
ed are following the simplified practice 
schedules. These recommendations are 
subject to annual reconsideration to deter- 
mine the desirability of further elimina- 
tions, substitutions or reinstatements. The 
list of associational indorsers grew in the 
year from 686 to 898, the individual con- 
cerns from 2775 to 6676. 
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Chicago Hardware Sales Increasingly Good 


—Prices Continue to Stiffen 





on brief cases. 


cent off list. 





Additional Price Changes as Reported by Chicago Jobbers 


Shot Guns.—There has been approximately a 5 per cent advance on some items. 
more of a readjustment of prices than a market change. 
Leather Brief Cases.—Higher leather prices have caused an advance of about 25 per cent 


Stove Boards.—Prices announced by the manufacturers for next fall are slightly higher 
than during the 1927 season. 

Furnace Registers.—Prices have been reduced to a discount of 40 and 10. 

Coal Chutes.—Majestic coal chutes have declined slightly. The new discount is 40 per 


This is. 








(Chicago office of HARDWARE AGE) 


CHICAGO, Feb. 7.—The hardware business is gradually gaining 
impetus as the spring season approaches as is to be expected at this 


time of year. 


There is a very good volume of fill-in orders being re- 


ceived by the jobbers, while spring and summer merchandise is 
showing a steadily increasing demand. There is also a fair volume 
of future orders for fall merchandise being placed at this time. 

As business develops prices are taking on a much firmer tone. 
Both the makers and distributors of nails and wire have announced 
advances of 10 cents per hundred pounds on these products and 


slight increases are being predicted for other staple items. 


How- 


ever, the only other price change to be reported this week is a small 


decline on rubber covered wire. 


Building activities took a decided spurt during the latter part of 
January and permits issued so far this year show an increase of 
approximately 15 per cent over the same period in 1927. There is 
a large demand for structural steel and this, in turn, is helping to 


maintain steel mill activities in this district. 


Mill operations are 


holding at about 85 per cent capacity, which is over 20 pen cent bet- 


ter than at the first of the year. 
Collections are fair. 





AUTOMOBILE ACCESSORIES.— 
Sales are picking up gradually as the 
spring season approaches. 
We eal from jobbers’ 
f.o.b. Chicag 
Spark Peeene —Splitdorf, for Fords, 


50c. each; regular, 58c. each; m- 
ion X, ‘45e. each; Champion Blue 


stocks, 


Ox line, 53c. yr 6 A. C., 58c. each; 
iets of 100, 50c.; A. C. Special Ford, 
Cc. 


. each. 

Spot Light.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps. — Rose, 1% in. 
$1.85 each. 

Tires and Tubes.—30 x 3% over- 
size cord tires, $8.30 each; regular 
cords, $6.10 each; gray inner tubes, 
30 x 3%, $1.24 each; red inner tubes, 
30 x 3%, $1.45 each. 


AXES.—Sales are very good, with no 
price movement. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single bit base weight 
axes, unhandled, at $14 per doz.; han- 


cylinder, 





dled, at $19.25 per doz.; double bit 
base weight axes, unhandled, at $19 
per doz.; handled, at $24.50 per doz. 


BASEBALL GOODS.—There is an in- 
creased interest in baseball material of 
all kinds and orders are being placed 
very freely by dealers for spring de- 
livery. 

BOLTS AND NUTS.—Sales are nor- 
mal ng prices are firm. 


uote from jobbers’ stocks, 
a Gh hicago: Carriage bolts, cut 
thread, 60 per cent discount; small 


carriage bolts, rolled thread, 60-10 
per cent discount; machine bolts, cut 
thread, 60 per cent discount; small 
machine bolts, rolled thread, 60-10 
per cent discount; all stove bolts, 75- 
10 per cent discount; lag screws, 60 
per cent discount. 


BUILDERS’ HARDWARE. — Jobbers’ 
prices on steel sets are expected to be 
advanced very shortly. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $2.07 





per doz. pair, case lots, less quanti- 
ties, 9c. per doz. pair higher; 4 x 4 
steel butts, old copper and dull brass 
finish, $2.90 per doz. pair, case lots; 
less quantities, 10c. per doz. pair 
higher; heavy steel bevel inside sets, 
$5.75 per doz. sets, case lots; steel 
bit-keyed front door sets, $1.45 per 
set; wrought brass, bit- keyed front 
door sets, $2.49 per set; cylinder front 
door sets, $6 per set. 


CHAIN.—Truck and machine chain and 
heavy pound chain are selling very 
fast. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: % in. proof cow 
chains, $8.50 per 100 lb. Tensco Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 
While manufacturers’ prices have ad- 
vanced, most jobbers had bought ahead 
freely and have not been forced to 
make a corresponding advance. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-5 per cent discount. 


ELE€TRICAL MERCHANDISE.— 
Rubber covered wire has declined. 
es —_— are unchanged. 


uote from jobbers’ stocks, 
Low hicago: Electrical merchan- 
dise, No. 14 rubber covered wire, 
$5.80 per 1000 ft.; in less than 1000 
ft. lots, $6.30; No. 18 lamp _ cords, 
fie: .50 per 1000 ft.; in 1000 ft. lots, 
12; %-in. brush brass key sockets, 
c. each; two-way plugs, 45c. 
jt , in lots of 10, 40c. each; two- 
piece attachment plugs, 7%c. each; 
dry cells, boxes of 50, 3214c. each; 
less than case lots, 36c. each. 


Electrical Appliances.—Iron, Hot 
Point, $4.20; lots of six, $3.90; Sun- 
beam, $5; lots of six, $4.75. Per- 


colator, Universal 9169, $16.65. 

Radio Supplies. —Radio B batteries, 
D 779 E, $1.40 each; base lots of 5, 
$1.30; No. 770, $3.40 each; No. 770, 
packages of 5, $3.17; No. 772, $2.62 
each; packages of 5, $2.44; No. 486, 
$5.88 .58 each; No. 486, packages of 5. 
Battery Chargers.—Apco line, lots 
of less than 10, $9.90 each. 


GALVANIZED WARE.—There has 
been a brisk January movement of tubs 
and pails as merchants have replen- 
ished their stocks stimulated by the 
jobbers’ special prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
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after made tubs, No. 1, $6; No. 2, 
$6.85; No. 3, $8; 10 qt. gaivanized 
after made pails, $2.12; 12 qt., $2.33; 
14 qt., $2.60; 1 gal. all galvanized oil 
cans, special, $Z doz.; Z gal., $4 per 
doz.; 3 gal., $5.15 doz.: 5 gal., $i doz. ; 
1 bu. galvanized baskets, $6.20 doz. ; 
No. 26, baled, ™% bu. galvanized 
measures, $4.50. 


GLASS AND PUTTY.—Business is 
seasonally quiet at this time. Prices 
are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Sing.e strength A, all 
brackets, 89-5 per cent discount; ‘sin- 
gle strength Bb, all brackets, 90-714 
per cent discount; double strength A, 
all brackets, 89 per cent discount; 
double strength Bb, all brackets, 90-5 
per cent discount; putty, pure grade, 
$4.25 per 100 lvo.; commercial, $3.50 
per 100 Ib. 

GLASS SUBSTITUTES.—Sales for 
poultry sheds, hotbeds and cold frames 
are increasing daily. Prices are with- 
out change. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Cel-O-Giass, 100 x 3 
ft., full rolls, $36 each; Glass-Cloth, 
150 x 3 ft., full rolls, $12 each. 


HANDLED HAMMERS AND 
HATCHETS.—Sales are quiet, except 
lower grades show good activity. Prices 
on small sized nail hammers are ad- 
vanced to same basis as the 16 oz. 
(standard) size. 


HAMMERS— 

We quote from jobbers’ stocks, 
f.ob. Chicago: First quality, 16 oz. 
nail hammers, $12 doz.; Maydole, 
$12.60 doz.; 16 oz. machinists’ ham- 
mers, first quality, $9.20 doz.; com- 
petitive grade, 16 oz. nail hammers, 
$6 to $8 doz. 


Se 

uote from jobbers’ stocks, 
Lop Chicago: First quality hatch- 
ets, No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.60 doz. 


HANDLES, AGRICULTURAL.—Sales 
are still small, as the season has not 
yet started. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Hay fork handles, 
straight, chucked and bored, X 4 ft., 
straight, chucked and bored, € St. 
se, .40 per doz.; 4% ft., $2.70 ~ doz. ; 

4 ft., $3.90 per doz.; ; 4% ft., $4. 26 
per doz.; ; ash fork handles, bent, 
chucked and bored, X 4 ft., $2.90 per 
doz.; 4% ft., $3.20 per doz.; ash hay 
fork handles, bent, with strap, fer- 
rule and cap, X 4 ft., $4.90 ag doz.; 
4% ft., $5.25 per doz.; XX 4 ft., $6.15 
per doz.; 4% ft., $7.10 per doz.; bent 
manure fork handles, plain, x4 zt., 
30° | ‘7 wy ‘s 34 ft., $3.40 per doz.: 

per doz.; ; 4% ft., $5 
per p oy y° fork handles, 
with strap, ferrule and cap, X 4% ft., 


$5.25 per doz.; XX 4 $6.65 per 
doz.; 4% p- $7. 10 per "Sas ; garden 
hoe hand dles, X 4% ft., $2.60 per 


t., $3.55 per doz.; 

per doz.; shovel 
aioe peaune alters, xX 4% ft. 
$4.25 per doz.; XX 4% ft., $5.95 per 
doz. ; D_ shovel handles, *: 5.25 per 
doz.; XXX, $8 per doz.; wood D 
spade handles, > a i? ~ per doz.; D 
shovel handles, ¥ I L. top, $4.45 
per doz.; Sturd-E top, Ps. 50. 


HANDLES, HICKORY.—Gradings are 
more uniform following the new stand- 
ards of the U. S. Department of Com- 
merce. Sales are very active. Prices 
are a 


ne from wed stocks, 
A Chicago: Me. (new B. 

hickory, $4 doz.; No. 7 (new B. R.), 
3 doz.; second growth hickory (new 
A. W.), ~ doz.; finest selected second 
growth ickory (new A. A.), $6.50 


doz., XX 4 exe $3.70 per doz.; rake 


iofiatchet and Hammer Handies.— 
No. 1 (new S. B. R.), 90c. doz.; finest 
second growth hickory (new S. A. 
W.), $1.80 doz. 





HINGES.—Jobbers’ prices are still un- 
changed, although an advance is to be 


expected shortly. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy a hinges 
in et f 4 in., 85c.; 5 in., $1.16; 6 
in., $1.40; 8 in., $2.25; 10 in., "$3. 62 per 
doz. pair; extra heavy ey hinges, in 
bundles, 4 in., $1.21; 5 in., $1.49; 6 in., 
= 8 in., $2.55; 10 in., $4.10 per 
Oz. 


ICE CREAM FREEZERS.—Sales are 
only fair, but are steadily increasing 


as the spring season approaches. 


We quote from jobbers’ stocks, 
alg Chicago: White Mountain, 1 
$4.80 list; 2 qt., $5.60 list; 3 qt., 
$5: 45 list; 4 qt., $8. 25 list; 6 qt., 
$10.45 list; 8 qt., $13.40 list; 10 qt., 
$17.90 list; 12 qt., $21.50 list; 15 qt., 
$25.60 list: 20 qt., $33.20 list; 25 qt., 
$42.60 list. Arctic, 1 qt., $4 list; 2 qt., 
$4.60 list; 3 qt., $5.45 list; 4 qt., $6.80 
list; 6 qt., $8. 60 list; 8 qt., $11. 10 list. 
All the above less 60 per cent dis- 
count. Alaska, 1 qt., $2.95 list; 2 qt., 
$3.45 list; 3 qt., $4.10 list; 4 qt., $5 
list; 6 qt., $6.30 list; 8 qt., $8.20 list; 
10 qt., $10.75 list; 12 qt., $14 list; 15 
qt., $17 list; 20 qt., $21.50 list. A dis- 
count of 20 and 10 per cent on all 
above prices. Acme, 2 qt., galv., $8 
doz.; 2 qt., enamel, $10 per doz.; 4 
qt., enamel, $18 per doz. Above prices 
are net. 


ICE SKATES.—The demand is holding 


up = 


guste from jobbers’ stocks, 
Prag Chicago: Key Clamp, Rocker, 
men’s and boys’, bright finish, 75c. 
pair. Half Key Clamp, Rocker, 
women’s and girls’, $1 pair; Key 
Clamp, hockey, men’s and _ boys’, 
$1.20 pair. Half Key Clamp, hockey, 
women’s and girls’, $1.40 pair. Tu- 
bular skates, men’s or women’s, 
racer or hockey, $5.50 pair. 


NAILS.—Prices are very firm, with 
new advances of 10c. per keg an- 
nounced Jan. 20 by the leading maker. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: lec.l. quantities com- 
mon wire and cement coated nails, 
current Lc.l. stock orders, $3.10 per 
keg base, Dec. 1, 1927, extras. 


PAINTS AND OILS.—Prices are un- 
changed and sales are satisfactory. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil, Raw.—Barrel lots, 86c. 
per gal.; 5 barrel lots, 83c. per gal. 

Linseed Olli, Boiled.—Barrel lots, 
pa G per gal.; 5 barrel lots, 86c. per 


al, 

Denatured Alcohol. — Barrel lots, 
5814c. per gal.; steel drums, extra $6, 
returnable. 

Turpentine.—Drum lots, 73c. per 
gal. net. 

White Lead.—100 Ib. lots, $13.25; 50 
Ib. lots, $6. + 25 lb. lots, $3.40; 12 
Ib. lots, $1.7 

Shellac. aa Ib. cuts), — $2.60 
per gal.; orange, $2.30 per gal. 

English bp Red. a barrels, 
$3. fd to A 75 per 100 Ib. 

Dry Paste.—Barrel lots, 7%4c. per 


PREPARED ROOFING.—An unusual 
winter volume of business is being 
placed at the present low prices, which 


are not expected to continue. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $1.80 per 
square; best grade talc surfaced, 

.05 per square; medium talc sur- 
aced, $1.05 per square; light talc 
surfaced, 85c. per square; red rosin 
sheathing, $55 per ton. 


PYREX WARE.—Dealers are placing 
a good volume of orders for their early 


spring sales. 

We quote from jobbers’ stocks, 
f.o.b. Chicago 

Bread Pane—No, 212, $7.20 dozen; 
No. 214, $12 dozen. 

New. Handled mage ~ aggre 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $i2 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 

Pie Plates.—No, 208, $6 per doz.; 
No. 209, $7.20 per doz. 





Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 

Iced Tea Sets.—$4 per set. 


ROLLER SKATES.—The absence of 
snow has caused a very heavy demand 
for roller skates. 


We quote from jobbers’ stocks, 
f.o.b, Chicago: Union roller skates, 
boys, $1.40; girls, $1.50; Chicago roller 
skates, boys, $1.30; girls, $1.40. 


SANITARY PRODUCTS.—tThere is a 
good, steady demand for this line of 
merchandise. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 4% oz. size, 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; window 
cleaner, 6 oz, size, $3.60 per doz.; 
Presto Lustre, 6 oz. size, $2.60 per 
doz.; and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 


SAWS.—Prices are unchanged and 
sales are rather light. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Circular cord wood, 
20 in., $2.20 to $3; 22 in., $2.64 to $4; 
24 in., $3 to $4.50; 26 in., $3.50 to $6 
28 in., $4 to $6 30 in., $4.75 to $6.50. 


SASH CORDS.—The demand is fair 
and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$7.90 per doz. hanks; No. 8, $8.90 per 
doz. hanks. 


SASH PULLEYS.—Sales are seasonal. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b, Chicago: Common sash pulleys, 
55c. per doz.; barrels, 50c. per doz.; 
Common Sense, 2 in., 55c. doz.; bar- 
rels, 50c. doz.; No. 110, 50c. doz.; 
barrels, 45c. doz. 


SCREWS.—The demand is very lively 
and the recently advanced prices are 
well established. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: (New lists Jan. 3, 
1928) Flat head bright screws, 50-10 
per cent; round head, blued, 45-10 
per cent; flat head, brass, 45-10 per 
= round head, brass, 40-10 per 
cent. 


WIRE PRODUCTS.—There is a decid- 
edly noticeable increase in buying, with 
prices on nails, wire and staples ad- 
vanced Jan. 20 10c. per 100 Ib. by the 
leading makers. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 9 black annealed 
wire, $3.30 per 100 Ilb.; No. 9 gal- 
vanized plain ‘wire, $3.85 per 100 Ib.; 
catch weight spools galvanized cattle 
or hog wire, $3.80 per 100 lb. Polished 
fence staples, $3.55 per 100 lb. Wire 
cloth, black, 12-mesh, $1.85 per 100 
sq. ft.; galvanized, 12-mesh, $2.05 per 
100 sq. ft.; bronze, 14-mesh, $5.60 per 
100 sq. ft. Galvanized poultry net- 
ting: Galvanized before made, 60 per 
cent discount; galvanized after made, 
50-10 per cent discount. 


WRENCHES.—Sales are normal and 
prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10-5 per cent discount. Coes 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list;  Stillson 
wrenches, 70-10 per cent’ discount; 
Trimo, 70-5 per cent discount. 

Snapon Wrenches. — Radio ane 
electrical sets in metal cases, $2. 
No. 101, Master Service Set, $13. 18; 
No. 202; Heavy Duty Set, $8.80: No. 
404, Flexible Socket Set, $8.80; No. 
608, Crankcase Drain Plug Socket, 
$3.20; No. 90 Square Socket Set 
$3.70; No. 1817, Giant “Snap-on” with 
extra heavy duty ratchet, $27.35. 
All Snap-on Wrenches less 33% per 
cent discount. 




















104 


HARDWARE AGE for FEBRUARY 9, 1928 . 





Future and Current Business More Active 
in Missouri River Crossing Area 


Kansas City, Feb. 7—Future business and current movement are both 


well ahead of what they were at this time last year. 
report a brisk trade all along the Missouri River. 


Hardware jobbers 
The demand for 


poultry supplies is particularly keen. Virtually every department shows 


a better tone than characterized the trade early in 1927. 


Orders for 


fencing are running into large volume and nails are livelier than they 


have been for months. 


Poultry netting is a brisk item. 


The jobbing trade, as a whole, is much pleased over the actual business 


booked as well as the prospect for orders to come. 


The wholesale hard- 


ware fraternity throughout the Valley is enthusiastic over the feeling 
which prevailed during the recent thirty-ninth annual convention of the 
Western Retail Implement and Hardware Association in Kansas City. 
This gathering drew hundreds of dealers from Missouri, Kansas, 
Oklahoma, eastern Colorado, southern Nebraska and territories adjacent. 
Though they had problems to face, they faced them with hope and 


courage. 
vention exhibits under one roof. 


The jobbers had united on a plan to concentrate their con- 


Their combined displays went to make up the first Western Hardware 
Show, which was seen by something like 40,000 visitors, representing 


the trade and the public at large. 


modate all the applicants for space. 


The hall was too crowded to accom- 


It is thought that this successful 


show is in part responsible for the unexpected upturn in the hardware 


trade. 


War prices, approximately, prevail in 
the leather market. The situation is 
extremely unsteady. Another sharp 
rise has brought the price to nearly 
seventy cents a pound. Yet the leather 
men declare that the advance in that 
commodity is only relatively abrupt; 
that it is merely “catching up” with 
the general price level on other goods. 

Tannery stocks are said to be low. 
Top prices are being registered every 
day at the cattle markets. With this 
tendency so marked, the belief prevails 
that leather prices have not yet reached 
their upward limit. For two or three 
months the leather trade has been cog- 
nizant of this trend and some of the 
retailers had stocked in advance. A 
general scramble for harness and col- 
lars is expected. 

Heavy hardware prices remain 
steady. This is true also of builders’ 
hardware. There are signs that these 
prices will remain firm throughout the 
first quarter of 1928, firmer than during 
the last quarter of 1927. This is an 
opinion-based view. But in the case of 
leather, all element of doubt has left 
the mind of the trade. Leather men 
have been predicting it for some time, 
but this last sharp rise, in addition to 
earlier advances, confirm the state of 
the leather market as outlined. 





AXES.—Demand light. So much oil, 
gas and coal consumed in this territory 
that the ax trade has suffered. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: First 
quality, single-bitted, unhandled 
axes, 3 to 4 Ib., $15.50, base; handled, 
$20 to $22, base. 


BUILDERS’ HARDWARE. — Quiet. 
The more forward-looking dealers are 








planning for a good trade in this line 
as the season advances. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Case 
lots of 2% x 2% steel butts, old cop- 
per and dull brass finish, $19.25 a 
hundred pair; 3% x 3%, $20 a hun- 
dred pair; 4 x 4, $27 a hundred pair; 
heavy steel bevel inside sets, case 
lots, $6 per doz.; steel bit-keyed, 
front-door sets, $18 per doz. sets; 
wrought bronze metal, $2.25 per set; 
cylinder front-door sets, wrought 
bronze metal, $6 per set. 


COPPER RIVETS AND BURRS.—Fair 
demand. Price slightly upward. 
We quote from jobbers’ stocks, 


f.o.b. Missouri River crossings: Forty 
per cent off list; formerly 40-10 off. 


/ 
CARRIAGE AND MACHINE BOLTS. 
—Not much call. Prices continue firm. 
We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Small 
carriage roll thread, 50-10-10-5 off 
list; small carriage cut thread, 50- 
10-5 off list; large carriage cut 
thread, 50-10-5 off list; small machine 
rolled thread, 50-10-10-5 off list; 
small machine cut, 50-10-5 off. From 
list as of April 1, 1927. 


CHAIN.—Jobbers’ stocks are filling. 
Little movement as yet toward retail 
stores. 


We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Proof 


coil chain, %-in., $9 per cwt.; No. 
2/0 Tenso, 250-ft. reel lots, $6 per 
reel. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Shipments just starting. Deal- 
ers look for fair business. Price sta- 
tionary. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: 28- 
gage, 5-in. lap joint eaves trough, 
$5 per 100 ft.; 28-gage, 3-in. conductor 
pipe, $5.40 per 100 ft. 








FILES.—Normal demand. Prices 


steady. Retail trade expectant. 
We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Nich- 


olson, 50 per cent off list; jobbers’ 
brands in full packages, 60-10 off list. 


GALVANIZED WARE.—Fair call in 
prospect; shipments normal. Prices are 
unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Gal- 
vanized tubs, standard No. 0, $5 per 
doz.; No. 1, $6.11 per doz.; No. 2, 
$6.88 per doz.; No. 3, $8.06 per doz.; 
common galvanized pails, 8-qt., $1.88 
per doz.; 10-qt., $2.12 per doz. 


HAMMERS.—No more than ordinary 
demand. Prices firm. Fair trade ex- 
pected. 

We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: First 
grade 711% nail hammers, $12.60 per 
doz.; competitive forged nail ham- 
mers, $6.50 to $8 per doz.; cast steel 
hammers, $3.60 per doz. 


HATCHETS.—Call is normal. No 
change in prices. Fair retail trade ex- 
pected. 
We quote from jobbers’ stocks, 
f.o.b. Missouri River crossings: Size 
2 extra quality broad _hatchets, 
$16.70 per doz.; competitive forged 
shingle hatchets, $6.50 per doz. 


HINGES.—No special demand expected 
until later in the season. Prices con- 
tinue unchanged. 

Heavy strap hinges in bundles, 4- 
in., $1.00; 5-in., $1.33; 6-in., $1.68; 
8-in., $2.70; 10-in., $4.35 per doz. pair; 
extra heavy T-hinges, in bundles, 4- 
in., $1.38: 5-in., $1.70; 6-in., $2.04; 
8-in., $3.05. 


MILD STEEL BARS.—Prices continue 
without change in this line of heavy 
hardware. 

We quote from jobbers’ stock, 
f.o.b. Missouri River crossings: Bars, 
shapgs and small angles, $3.56 per 
ewt., base; structural sizes and 
shapes, $3.66 per cwt.; mild steel 
bands, 3/16 and lighter, $4.21 per 
ewt.; steel hoops, $4.66 per cwt.; 
reinforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.; 
cold rolled square bars, $4.66 per cwt. 


NAILS.—The price of nails has gone 
up 10 cents a keg. Demand is very ac- 
tive. 


We quote from jobbers’ stock, 
f.o.b. Missouri River crossings: Com- 
mon wire nails, $3.50 per keg; up 
from $3.40. 


OILS.—Demand for oils will soon be 
setting in. Some dealers are prepar- 
ing earlier than usual to stimulate the 
trade in painting materials. Turpen- 
tine has dropped 2 cents a gallon in 
barrel and half-barrel lots. 

We quote from jobbers’ stock, 
f.o.b. Missouri River crossings: Raw 
linseed oil in bbl. lots, $0.88 per gal.; 
boiled linseed oil in bbl lots, $0.91 
per gal.; raw linseed oil in half-bbl. 
lots, $0.93 per gal.; turpentine in bbl. 
lots, $0.75 per gal.; half-bbl. lots, 
$0.80, 
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ROPE.—Plenty of activity in this line. 
Orders heavy. Prices without change. 


‘We _ quote from jobbers’ stock, 
f.o.b. Missouri River crossings: High- 
est quality Manila rope, standard 
brands, 24 cents per pound, base; No. 
2 Manila, standard brands, 22 cents 
per pound; No. 1 sisal rope, highest 
quality, standard brands, 19 cents 
per pound; No. 2 sisal rope, standard 
brands, 15 to 16% cents per pound. 


SCREWS.—From the list issued Jan. 3 








prices have fallen slightly. Demand 
normal. 
We quote from jobbers’ stock, 


f.o.b. Missouri River crossings: Flat- 
head bright screws, 50-20 per cent 
off list; former price, 50-10 off; round- 
head blued screws, 45-15 per cent off 
list; flat-head brass screws, 45-15 per 
cent off list; round-head brass screws, 
40-15 per cent off list. 


STEEL SHEETS.—tTrade normal for 








this time of the year; mostly shop and 
small-factory business. No change in 


prices. 
We quote from jobbers’ stock, 
f.o.b. Missouri River crossings: 


Twenty-eight gage galvanized flat, 
$5.75 per cwt.; 28 gage black flat, 
$5.00 per cwt.; corrugated iron, 28 
gage galvanized, $4.85 per square:; 
28 gage galvanized corrugated, $5.45 
per square; 28 gage painted cor- 
rugated, $3.50 per square. 








Pittsburgh Hardware Trade Backward but 





February Is Expected to Be Better 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Feb. 7.—The record of the business of the first month 
of the new year is not a happy one for local hardware wholesalers, 
some of whom report last month to have been the worst January 


from a sales standpoint in five years. 


Weather conditions have not 


been helpful to business, and it also has been adversely affected by 
the fact mining and industrial activities have not provided the full 


employment that is so conducive to buying power. 


Fairly good 


business has been done in mill and shop supplies, in keeping with 


some increase in the steel and metal working industries. 


Jobbers 


are hopeful that hardware sales will look up this month. Prices 
are not changing much. The primary leather markets still are soar- 


ing and it is necessary almost daily to revise resale prices. 


A few 


numbers of flashlights have been advanced. Last year’s prices of 
hammers and hatchets are virtually reaffirmed in a new list just 
issued. Collections still are rather slow. 





AUTOMOBILE ACCESSORIES.— 
Hardware jobbers who handle automo- 
bile accessories do not go into ecstacies 
in their descriptions of business. Seas- 
onal weather would help. They quote: 


Alcohol.—In barrel lots, 49c. to 57c. 
per gal. 

Ilvo.—In 55 gal. drums, $2.25 per 

gel 5 30 gal. drums, $2.30; 3 gal. cans, 

4 


Prestone.—Eveready, $3.60 per gal. 
Chains.—Lots of 1 to 9 pairs, 30 per 
cent off list; lots of 10 to 49, 35 per 
cent off list; lots of 50 or more, 40 
per cent off list. 
sf ae sr .—Best, 60c. each; good, 
Hydrometers. — Standard makes, 
65c. each. 


AUTOMOBILE TIRES AND TUBES. 
—Jobbers have moved a good many 
tires and tubes on advance orders and 
now wait on sales into consumption for 
repeat business. Popular sizes of tires 
and tubes sold through the hardware 
trade are quoted: 
Casings.—High premrure, cord, 30 x 

3% in. clincher, $6.10 each 

tra size, $8.30; 31 x 4 in., 

in., $13.80; 33 x 4 in., $14.50; 32 x 4% 


ie we 75; 33 x 4% in., $19.50; 34 x44 
0.20; 33 x 5 In., $25. 50; balloon, 


ay $15.15; 21 in. Fe $15. 65; 30 x 5.77 

$20.85; 30 x in., $20.40: 32 x 6 

- 20 in. m, Ssord i0; 21 in. rim, 
$21.80. 

Tubes.—High pressure, tan, 30 x 

3% in. eg $1.60 each; 31 x 4 in., 


$2.40; x in., $2.50: 33 x 4 in., 
$2.60; 32 x 414 in., $2.90: 33 x 4% in., 
$3.00; 34 x 4% in., $3.10; 33 x 5 in., 


$3.75; gray tubes sell 15c. to 50c. 
less balloon, prey, 29 x 4.40 in., sl. 85; 
30 x 5 in., $2.25; 31 x 5 in., $2.30; 30 
x 5.25 in., 20 in. rim, $2.55; 21 in. rim, 





30 x 5.77 in., $3.10; 82 x 6 in., 


$2.65; 
33 x 6 in., $3.35. 


$3.10; 
BATTERIES.—The demand keeps up 
well, with prices unchanged. Jobbers 


quote: 
Packages Packages 
Broken Unit 





No. 6 dry —_. oo type unit 
package, 32%4c. 

Flashlights. aa oy . 9%4ce. each; 
No. 950, 9%c.; No. 790, 18%4c.; No. 
705, 28c.: No, 750, 18%4c.; No. 761, 25c. 
so'se Shot.—No. 1461, $1.67; No. 1661, 

«Ot, 


BOLTS, NUTS AND RIVETS.—De- 
mand is steady, but nothing to brag 
about either in volume or individual 
sales. Prices still are very firm. Job- 
bers quote: 


Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 60 to 62% 
per cent off list; stove bolts, 75 and 
10 per cent off list; tire bolts, 50 and 
10 per cent off list. 

Nuts.—aAll styles, 60 to 62% 
cent off list. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE. — Actual 
business has not yet shown much im- 
provement, but the trade is hopeful. 
Jobbers quote: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 


per 








lots, 3 in. x 3 in., $18. — per 100 pair; 
3% in, x 3% in., $19; 4 in. x 4 in., $30. 

Hinges. —Heavy A Ek € in., ’$1. 85 
per doz.; 8 in., $2.95; 10 in., $4.80; 
extra heavy, T, 6 in., $2.30 per doz.; 
3 in., $3.40; 10 in., $5. 40; light strap, 


with screws, packed one pair in a 


box, 3 in., $9.60 per 100 pair; 4 in., 
$11. 60; light, T, 3 in., $11 per 100 pair: 

n., $12.60. 
_Hasps.—Hanger, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
per doz.; 4% in., $1.14; 6 in., 


97c. 
$1.60, 


“ae Sets.—Swinging hinges, 10 
, $3.10 per set. 


FLASHLIGHTS.—A few numbers have 
been changed in a new price list 
of Eveready flashlights. Jobbers now 
quote assortment No. 04, $2.94, No. 16, 
$5.64, No. 71, $5.64, with slight ad- 
vances in other numbers. 


HAMMERS AND HATCHETS.—New 
price lists reflect only a slight revision 
from former quotations that does not 
materially change the general average. 


LEATHER STRIPS.—Jobbers now 
are quoting No. 1 sole leather strips at 
90c. to $1 per Ib. and No. 2 at 70c. to 
80c., due to the continued advance in 
the primary markets. 


INCUBATORS AND BROODERS.— 
Demand for these items is beginning 
to expand as the supply -of eggs in- 
creases. Prices of a year ago still are 
holding. Jobbers ~~ 


Incubators, No. $26.25 re * No. 
2, ce No. 3, 340, 43; No. 4, 
74.90; No. 14 B, $11.55; No. 16 
E, "$1. 5; No. 17 E, $25.73; brooders, 
portable, No. 20, $8.23 . 2 


, $15.75; coal burning, 
No. 117, $15.05; No. 118, $18.55; No. 
119, $21. 


PAINTING SUPPLIES.—T here has 
been a heavy movement of paints and 
supplies into the hands of retailers, and 
jobbers must now wait on an increase 
in actual consumption for additional 
business. Turpentine has advanced 2c. 
per gallon, but there has been no 
change in prices of other items. 

Price to retailers: Ready mixed 
paints, best grades, $2.60 per gallon; 
lower grades, $2.00; (whites and dark 
greens 15c. per gal. higher); white 
lead, 13%4c. per Ib, in 100-Ib. lots; 10 
per cent less in lots of 500 Ib. or more 
and extra 4 per cent less in lots of a 
ton or more; turpentine, 77c. per gal- 
lon in barrel lots; raw linseed oil, 
11.3c. per Ib. in barrel lots. 
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POULTRY SUPPLIES. — Fountains, | poor season for this item in these 
trays and other poultry-raising acces- | parts. Jobbers quote: 


sories are attracting greater demand. Flexible Flyer, No. 1, $3.75 each; 
aie 2, so a 3, ds: No. «aN 
° . subject to dealer's scount of 33% 
SKATES.—Fair demand is noted for per cent; Lightning Glider, No. 19, 


ice skates and advance orders for roller 1 each; No. 20, $1.20; No, 21, $1.40; 
skates are stimulated by the fact that woes SB, FEO ent 

the lack of snow has produced an ear- | VENTILATORS.—There seems to be a 
lier actual demand than usual. Job- | demand for window ventilators that is 


ders quote: never entirely satisfied. Jobbers quote: 
Roller Skates. — Union Hardware n 
7 "2 ; Continental ventilators, wooden 
Co. line, No. 3, 76c. per pais; Ho. 5, type, No. 923, $3.65; No. '937, $4.00; 
75c.; No. 10, $1.05; No, 6, $1.55; Wins- No. 949 5.50: No. 959 $6 05: No 
ae ee ease Mek GA 50 bor nett 1537, $5.25; No. 1549, $7.10, and No. 
o. 38, rubber-tired, 92-00 per pair. 836, $3.35, all prices’ per dozen j 
Ice Skates.— Winslow line, No. 2110, eGR j 
g5c, er pair: same, L. 8. gue: No. Pa cag ay ey teeta) type. 
.20; same, L. S., $1.50; No. No. 833, $4.60; No. 837, $4.75; No. 
2140, $2.20: same. L. S., $2.50. 2 1137, $5.30; No. 1145, $6.35; No. 1437, 
ae and No. 1445, $7.80, all prices 
; ° , per dozen. 
SANITARY PRODUCTS.—With the Diamond E ventilators, all metal 
approach of spring there is a stronger type, No. 01, 36% cents; No. 02, 40 
. . . * . ” >, . N¢ 
demand for these lines, which jobbers pn a a 03, on pons; Be he ai 
quote: cents: No. 4, 63% cents, and No. 5, 
Desolvo, No. 16, $3.75 per doz.; No. ta All Diamond E prices are 


10, $2.15 per doz.; Kloset Klean, $2 
per doz.; Saniflush, $2.25 -per doz. 
WIRE PRODUCTS.—Jobbers have not 


SLEDS.—Jobbers are hoping there yet | yet begun to feel the spring demands. 
will be some snow to help them reduce | Prices are firm in keeping with mill 
their stocks of sleds. It has been a very | quotations. 








We quote from Pittsburgh jobbers’ 
stocks: 

Fence Wire 

(per 100 Ib.) Annealed Galvanized 





Barbed wire (per 80-rod spool): 
e 





2-point cattle ....... seis ab ee $2.97 
Deo. ha oboe kG ae 3.18 
SE EE vies 00.635 80 esas egeen 3.43 
SG WEED © oio'0as<s abe obke oe su 3.17 
2-point cattle (special).......... 2.25 


Field Woven Wire Fénce (per 100 
rod): 





MIO 520s was a eodacaeatieke 49.20 
Poultry: 

Mee MOND. ois coisa co Rae $36.50 

EE” a ns Si at 

SO UNEE hin Goose. 66525. ee 49.50 


Steel Fence Posts: 


Galvanized Painted 
Tubular Formed 


ROME. es Chiscn Saeae $06; OGGR. 0056.6. 
Sak, socckateteese 55c. each 38c. each 
T ft. wcccsecscneee 65c. each , 40c. each 
‘ 





Northwest Retail Trade Shows 


Fair Volume—Prices Are Steady 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, Feb. 7.—Movement of merchandise in the terri- 
tory tributary to the Twin Cities is well up to normal for this time 
of the year. While the severe storms the latter part of last year 
blocked many of the roads, the main highways are being kept open 
to a great extent, and trade is showing a fair volume in a retail way. 
Dealers are gradually filling in their stocks for the spring trade. 
Building is showing but little activity at. present, but preparations 
are in progress for a good year. 

Collections are keeping up to about the average level. Prices 
are steady, showing no changes from the quotations of last week. 





AXES.—Sales are holding up well, with | KUILDERS’ HARDWARE. — Present 
stocks ample for the demand. Prices | deliveries are rather light, with excel- 


show no changes. lent prospects for the coming building 
We quote from jobbers’ stocks, season. Prices show no changes. 
f.o.b. Twin Cities: Single t base , ; : 
Weight ‘axes, $16; double bit base | gh? uate igua. *pRPey* gst eees) 
weight, $21.60; Plumb Dreadnaught, butts, old copper and dull brass fin- 
single bit, unhandled axes, $14.50; ish, 19c. pair; in less than case lots, 
double bit, 19.50; handled single bit, 18c. pair in’ case lots; 4 x 4 steel 
$19.25; double bit, $24.25 per doz. net. butts, old copper and dull brass fin- 
‘ ish, 26c. pair in less than case lots, 
BOLTS.—Stocks are being gradually 2oe. pair in case dete broad bevel 
. i t . . . 
filled for the coming season. Demand nl ee ee eke tee 
s still light, with prices unchanged. than case lots, $7 doz. sets, case lots, 
, $6.75 doz. sets; steel bit-keyed front 
We quote from jobbers stocks, @oor sets, $1.60 per set; wrought 
f.o.b. Twin Cities: Carriage and ma- brass outside trim, bit-keyed front 
chine bolts, all sizes, 60 per cent: door sets, $1.85 per set; cylinder 
stove bolts, 75-10 per cent; and lag front door sets, $6.50 per set. 


Light plain strap hinges, 3 in., 56c. 
=. pair; 4 - 75e. ~~ a age hd 
oes Plain strap nges, n., 93c. doz. 
BUILDING PAPER.—Demand is light, pair; 5 in., $1.22 doz. pair; 6 in., $1.56 


screws, 60 per cent from standard 
lists. 


i j i * doz. pair; light plain tee hinges, 3 in., 
with dealers keeping their stocks ac 62c. doz. pair; 4 in., 78c. doz. pair; 
«cordingly. Prices show no changes. heavy plain tee hinges, 4 in., $1.06 


doz. pair; 5 in., $1.20 doz. pair; 6 in., 


We quote from jobbers’ stocks, $1.40 doz. pair; 8 in., $1.95 doz. pair; 


.0.b. 2S: build- 
oe at ae aoe, at tarred extra heavy plain tee hinges, 4 in., 
felts at $3.10 cwt., net. $1.28 doz. pair; 5 in., $1.58 doz. pair; 








6 in., $1.89 doz. pair; 8 in., $2.83 doz. 
pair; 10 in., $4.53 doz. pair net. 


CHAINS.—Sales are running about the 
average, with stocks in good condition. 
Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Log chains, 4% x 
14, $13.85; % x 14, $10.80; % x 14 
$10.20; proof coil chain, % in., $12; % 


in., $8.95; % im., $8.35; 5% in., $9.20 
cwt., net. 


EAVES TROUGH, CONDUCTOR PIPE 
AND -ELBOWS.—Sales are low at 
present, with stocks being filled for the 
coming season. Prices are firm as 
quoted. 

We quote from jobbers’ stocks 
f.o.b. Twin Cities: Eaves trough, $8 
ga., 5 in., S. B., slip joint, in crates, 
$5.50 per 100 ft.; conductor pipe, 28 
ga., 3 in., in crates, not nested, $5 
per 100 ft.; 3 in., $1.73 doz. net. 


FILES.—Call for files is steady, with 
stocks in good condition. Prices are 
unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade files, 

60 per cent from lists. 


GALVANIZED WARE.—This line is 
moving well in some of the items. 
Stocks are ample for the call, with 
prices firm. 

We quote from jobbers’ stocks, 

f.o.b. Twin Cities: Standard 10 at. 
galvanized pails, $2.45; 12 qt., $2.65; 
14 qt., $2.95; stock pails, 16 qt., $4.70; 
18 qt., $5.50; standard galvanized 
tubs, No. 1, $6.75; No. 2, $7.65; No. 
3, $8.95; heavy tubs, No. 1, $12.60; No. 
2, $13.80; No. 8, $15 doz. net. 
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GLASS AND PUTTY.—Sales are fair, 


with stocks in good condition. Prices 
are unchanged. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Single and double 
strength glass, Minnesota prices, 87 
cent; and strictly pure putty in 
0 Ib. containers, $4.85 cwt., net. 


HAMMERS AND HATCHETS.—De- 
mand is easy, with stocks gradually be- 
ing filled for the spring demand. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11% 
carpenters’ hammers, $12.60; Plumb 
No. HF81, $12; Plumb broad hatehets 
No. 2, $16.40; shingling, No. 2, $12.56 
and claw, No. 2, $13.75 doz. one 


LAMPS AND LANTERNS.—Sales are 
still showing a very good volume. 
Stocks are ample for present demands. 
Prices are firm as quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Coleman lamps, 
No. C329, $6.25; No. C318, $7; Last 
C317, $7.40 each; lanterns, No. 
$5.25; No. 427, $6; No. L227, 6 xy 
each; tubular, ‘long or short globe 
lanterns, $13 doz. net. 


OIL HEATERS.—There is a fair de- 
mand for oil heaters, with dealers look- 
ing forward to the spring business in 
this line. Prices are firm as quoted. 


We quote from jobbers’ stocks, 
f.0.b. Twin Cities: Nesco Perfect Oil 
heaters, No. 12, $ 
016, $8.25; 
$7.50; No. 0161, 8.75; 

505, Giant, $11.25: No. 605, $12. 7 
each, with discount in quantities less 
than’ ten, 30 per cent; ten or more, 
30-5 per cent. 


NAILS.—Call for nails at present is 
nominal, with stocks being graded ac- 
cordingly. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, and cement coated wire nails, 
in 100 Ib. kegs, $3.10 cwt. base. 


PYREX OVENWARE.—Sales are 
steady, with fair volume. Stocks are 
in good condition, with prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 623 casseroles, 
$1.17; No. 624 casseroles, $1.33: No. 
634 casseroles, $1.33; No. 212 bread 
Fane .; No. 200 ‘pie plates, 67c.; 
509 pie plates, 60c.: No. 231 util- 
ag dishes, 67c.; No. 12 tea pots, $1.67; 
No. 26 tea pots, $2.33, and No. 953 
percolator tops, 7c. each net. 


REGIS TERS.—Demand is steady, 
though volume is somewhat light at 
present. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 
ters, 20 per cent and wrought steel 
registers, 40 per cent from lists. 


REGISTER AND RADIATOR 











SHIELDS.—Sales are fair, with prices 
firm. 

We 

f.o.b. 


quote from jobbers’ stocks, 
Twin Cities: Floor fregister 
shields, $12 doz. wall, $6 doz. and 
sheet steel adjustable radiator 
shields, $2.67 to $4.37 each net. 


ROPE.—Demand is creating a fair 
amount of trade, with stocks adequate 
for the present. Prices are unchanged. 


We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Best grade manila 
rope, 24c., and best grade sisal rope, 
17c. Ib., base. 


SANDPAPER.—Sales are fair for this 
time of the year, with stocks being kept 
assorted. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sand- 
paper, No. 1, 85c. per box of 75 sheets; 
second grade, No. 1, 77c. per box of 
75 sheets; garnet No. 1, $16.75 per 
ream, net. 

SCREWS.—Dealers are filling their 
stocks after the annual inventory. 


Prices are becoming established on the 
new basis. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 50 per cent; flat head 
japanned, 37% per cent; round head 
blued, 45 per cent; flat head brass, 
45 per cent, and round head brass, 
40 per cent from new lists. 


SANITARY PRODUCTS.—Demand is 


normal, with dealers keeping average 
stocks. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 
Presto Products—oil soap, 16 oz. 


size, $2.60 per dozen; bowl cleaner, 22 
oz. size, $1.85 per dozen; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 0z. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 4% oz. size, 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 6 
oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 


SKATES.—Ice skates are still selling 
at a fair rate, though the heavy de- 
mand for the season is past. Dealers 
are anticipating a good demand for 
roller skates in the spring. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Plain steel roller 
skates, 75c. pair; Speed King, boys’, 
$1.35 pair, and girls’ Speed King, $1.30 
pair, net. 


SOLDER.—Sales are fair, with prices 
firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Strictly half and 
half solder, 36c. Ib., and warranted 
half and half solder, 37c. lb., net, in 
100-lb. boxes. 








STEEL SHEETS.—Sales show a steady 
market, though rather light at present. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $4.90 cwt., base (24 ga.), 
and black steel sheets at $3.95 cwt., 
base (24 ga.). 


TIN.—Demand is normal for this time 
of the year, with stocks sufficient. 
Prices are firm as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke tin, 
ICL, 20 x 28, $14.50 box, and roofing 
tin, IC, 20 x 28, 8 lb. coating, $15.50 
box, net. 


WEATHER STRIP.—Call for weather 
strip is still good, with retail stocks 
becoming rather broken in sizes and 
varieties in some instances. Prices are 
firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 70, felt weather 
strip, $2.10; No. 71, $2.10; No. 71%, 
$3; No. 74, $4.20; No. 8, flexible rub- 
ber, $1.50; No. 9, $1.80; No. 10, $2 ~ 
rolls, 


No. 11, $3; Flex-O-Mold, 500 ft. 
$2.25; Wirf’s 500 ft. rolls, $4.40; Bos- 
— 500 ft. rolls, $3.94 per 100 ft., 
net. 


WINDOW VENTILATORS.—Sales are 
steady, and show a very fair volume. 
Stocks are being kept in good condi- 
tion. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 02 steel oe 1 
window ventilators, $4.80; No. 
$5.60: No. 3, $6.40, and No. 4, $7. é 
doz., net. 


WIRE.—Call is nominal at present, 
with stocks being kept in proportion. 
Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized cattle 
wire, $3.09 per 80-rod spool; galva- 
nized hog at $3.30 per 80-rod spool; 
special galvanized hog (14 ga.), $2.47 
per 80-rod spool: smooth black iron 
wire, No. 9, $3.10 cwt., and smooth 
galvanized wire, $3.55 for No. 9, net. 


WHEELBARROWS.—Market is quiet 


at present, with prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Fully bolted bar- 
rel type tray wheelbarrows, $36.50 
doz.; No. 2 tubular, $7.33 each, and 
No. 1 garden, $6.25 each, net. 


WRENCHES. 
mand at present. Stocks are well as- 
sorted, though light. Prices are un- 





changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 


wrenches, 60-10 per cent; key model 
wrenches, 45° per cent; engineers’ 
wrenches, 50-10 per cent, and Trimo 
pipe wrenches, 65 per cent from list. 
Bemis & Call long sleeve nut, 10 in., 
$1.70; 12 in., $2.06; 15 in., $2.75 each, 
net. 








“Durex” Spring Pivot Hinge 


The 
manufactured by the Chicago Spring Hinge 
Co., 1500 Carroll Avenue, Chicago, II. 
Substantially constructed, this hinge has 
been designed to hold a door open to 90 
degrees and at an open position of 95 de- 
grees, the hold-open feature is most rigid. 
top of the hinge, away from the moisture 
and dust, carry the weight of the door and 


“Durex” Spring Pivot Hinge is 
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also protect the bearings in the frame from 
the thrust of the spring. The compression 
spring is made of tempered steel wire and 
the top pivot and socket are made of iron. 
The door may be adjusted to align with 
the door casing by means of slotted screw 
holes in the floor plate. Reversible, 
beveled side plates supplied. This 
hinge is furnished in seven different finishes 
and packed 25 sets in a case; one set in a 
box, with screws to match, 


are 
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First Week of February Shows Improvement 


—F utures More Active in New York 


NEw YORK, Feb. 7.—The first week of February showed an en- 


couraging improvement throughout this market. 
showing much more interest in ordering futures and collections have 
improved slightly. January was only fair with the average hard- 
Investigation suggests that the bigger 
retail stores were busier than the small ones. 

There are no important price changes reported this week. The 


ware concern in this section. 


Retailers are 


cold spell has helped the sale of skates, ventilators, radiator air mois- 


teners and such items which become particularly useful in the cold 


weather. 


There has been very little sledding in this territory with the re- 
sult that sleds have had only a moderate sale since the holidays. 

Both wholesalers and retailers are very cheerful in their fore- 
They also suggest that the first quarter 


casts for the spring trade. 
will see fairly active business. 





BATTERIES.—Demand continues fair- 
ly strong. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

4 cells, No. 6, ignition type, 

32 .; No. 7111, same type, 35%%c. 
each. 
B batteries, No. 767, $2.62 each; in 
units of 5, $2.44 each; No. 772 (ver- 
tical type), $2.62 each; in units of 5, 
$2.44 each; heavy duty vertical type, 
No. 770, $3. 40 each; in units of 65, 
$3.17 each, Layerbiit, No. 486, $5.59 
each; units of 5, $3.33. 


BOLTS AND NUTS.—Sales are nor- 
mal with prices firm. Stocks are satis- 
factory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Carriage bolts, 50 and 10 off list. 
Case bolts, 60 r cent off list. 

Stove bolts, 80 per cent off list. 

Machine bolts, % by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 50 
per cent off list; 1% to 1%, 30 off list. 

Coach screws, 50 and 10 off list. 
Case bolts, 60 per cent off list. 

Step bolts, 50 per cent off list. 


BUTTS.—An advance is predicted. At 
press time jobbers quote on 3% by 3% 
steel butts 19c. per pair. Case lots, 18c. 
Stocks are in good condition. 


CARPET SWEEPERS.— Demand is 
moderate with prices unchanged. Ade- 
quate stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Carpet sweepers, Standard, $3 each; 
Universal, japanned, $3.50 each; Uni- 
versal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each; 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 


CLOCKS.—Sale is normal with prices 
the same. Local stocks are ample. 

JOBBERS’ phage 3 TO RE. 

TAILERS, F.O.B. NEW YORK: 

Alarm clocks, Big Ben, broken lots, 
2.29; dozen lots, $2.21; 2 dozen lots, 
2.15; same luminous, broken lots, 
$3.16; dozen lots, $3.06, and 2 dozen 
lots, $2.97. Baby Ben and Baby Ben 
luminous take same respective prices. 





Ben Hur, broken lots, $1.76; dozen 
lots, $1.70, and 2 dozen lots, $1.65; 
same luminous, broken lots, $2.46; 
dozen lots, $2.38; and 2 dozen lots, 


«Oe 

Black Bird, luminous dial, 
lots, $1.76; dozen lots, $1.70, 
dozen lots, $1.65. Blue Bird, broken 
lots, $1.22; dozen lots, $1.19, and 2 
dozen lots, $1.15. Sleep Meter, broken 
lots, $1.40; dozen lots, $1.36; and 2 
dozen lots, $1.32. Jack-O-Lantern, 
luminous dial, broken lots, $2.10; 
dozen lots, $2.04, and 2 dozen lots, 
$1.98. American, broken lots, $1.05; 
dozen lots, $1.02, and 2 dozen lots, 
99 cents. 

Auto clocks, 


broken 
and 2 


Westclox, plain bro- 
ken lots, $1.76; dozen lots, $1.70, and 
2 dozen lots, $1.65; same, luminous, 
broken lots, $2.46; dozen lots, $2.38, 
and 2 dozen lots, $2.32. 


ICE SKATES.—Cold weather last week 
permitted several days of good outdoor 
skating with the result that sales of 
skates were fairly active. Shoe outfits 
are more popular in this market, ac- 
cording to hardware dealers. Prices 
continue firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Union Hardware line: 1624, 84c. per 
pair; 5624, $1.12; 5624%, $1. 44; 524%, 
$1.31; 524% $i. 57: Plain Bob, 45c.; 
— Bob, 52c.3 ; 42414, $1.69; 4241%4L, 


Nos. 90 and 90L, $5.50; 
$6.75; 295 and 295L, 
95 and 95L, 











With shoes: 
290 and 290L, 
$6.75; 212 and 213, $4; 
$5.75. 


NAILS.—Demand is normal. Stocks 
are satisfactory and prices are being 
maintained. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Common wire nails, bright, 4d, $4.25 
keg; 
wire nails, galvanized, 4d, $6.75 per 
keg; 6d, $6.50 r keg; 8d, $6.35 per 


keg, and 10d, $6.25 per keg. 
Wire box nails, smooth, 4d, $4.45 


per keg; _ $4.10 per keg, and 84d, 
$3.95 per ke Wire finishing nails, 
bright, 4, ak 95 per keg; 6d, $4.35 
per keg; 8 d, $4.10 per keg, and 10d, 


$4 per keg. Wire finishing — gal- 
vanized, 4d, $7.45 per keg; 6d, $6.85 
per keg; 8d, $6.60 per keg, and 10d, 
$6.50 per keg. 








RADIO TUBES.—Steady sale. Prices 
firm. Stocks are in good condition. 


JOBBERS’ QUOTATIONS ed RE- 
TAILERS, F.0O.B. NEW YOR 


Type List “a Dealer 
oo Bee Eee Peay Se $4.00 $2.80 
CRORE Serato es ees 1.50 1.05 
GEER OMS Sop paises Same 3.50 2.45 
NO ica t while des cate 2.00 1.40 
Sa Ses ogc yn ede 3.50 2.45 
RRS RIES Tee trier 2.25 1.58 
Rs tas Sie 0cbk he wonton’ 2.25 1.58 
2 MARRS ERS SR aio gee Fe 2.50 1.55 
ss ESE eo ap ae alae 2.50 1.55 
| ORS a ao ra eee oy eS 2.50 1.55 
CN) “Wid dies oo Osco soe RS 5.00 3.50 
REE our Pned 5 ok Senviees 7.50 5.25 
|. cee tas 9.00 6.30 
SRPES eres ss Keres tee 4.75 3.33 
CUED | Wnvdic hohe sch tus 3.00 2.10 
i: Se ea 6.00 4.20 


RADIATOR AIR MOISTENERS. — 
Brisk sale during recent cold spell. 
Stocks are ample and prices firm. 


JOBBERS’ QUOTATIONS i RE.- 
TAILERS, F.O.B. NEW YOR 

Nesco, No. 5, silver ito and 
Nesco No. 50, gold finish, 45c. each. 


SASH CORD.—Moderate demand at 
steady prices. Stocks are satisfactory. 


JOBBERS’ py heh gs | TO RE- 
TAILERS, F.O.B YORK: 

Sash cord, athe ll No. 8, 70c. 
to 72c.; Aetna No. 8, 31c., and Phoe- 
nix No. 8, 38c. to 39c. 

No. 7 is 1c. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS.—Firm prices. Jobbers main- 
taining recently revised prices. Stocks 
are good. Demand is satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Screws, flat head, bright iron, 50- 
10-10; round heads, blued, 45-10-10; 
round head, iron, nickel plated, 2744- 
10-10; flat head, galvanized, 20-10-10; 
flat head, brass, 45-10-10; round head, 
brass, 40-10-10. These discounts ap- 
ply to new standard screw lists. 


SANITARY PRODUCTS.—Demand is 
normal “with prices firm. Stocks are 
satisfactory. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 3 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
ease lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz., gross lots, 
$2 per doz. 


Tubola, 12 oz. cans, less than case 


lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz., gross lots, $2 
per doz 


Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per at., 
and dozen quantity, $1.75 per at. 

Presto Products—oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 
22 oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per doz.; tile 
and porcelain cleaner, 16 oz, size, 
$1.20 per doz.; Met-L-Shyn, 8 oz. size, 
$3.60 per doz.; Silvershyn, 4% oz. 
size, $1.80 per doz.; Waterless cleaner, 
2 pt. size, $5.40 per doz.; same, 5 pt. 


size, $9 per doz.; Window cleaner, 6 
= size, $3.60 per doz,: 
size, 


same, 12 oz. 


$5.40 per doz.; Presto Lustre, 
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6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 


VENTILATORS. — Demand continues 
fairly active. Prices are the same. 
Stocks are in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Continental ventilators, wooden 
type, No. 928, $3.65; No. 937, $4.00; 
No. 949, $5. 50; No. 959, $6.05; No. 
1537, $5. "95; No. 1549, $7.10, and No. 
836, $3.35, all prices per dozen. 

Continental ventilators, metal type, 
No. 833, $4.60; No. 837, $4.75; No. 


1137, $5.30; No. 1145, $6.35; No. 1437, 
$6.90, and No, 1445, $7.80, all prices 
per dozen. 

Diamond E ventilators, all metal 
type, No. 01, 36%, cents; No. 02, 
cents; No. 08, 46% cents; No. 1, 43 
cents; No. 2, 46% cents; No. 3, 53 
cents; No. 4, 63% cents, and No. 5, 
70 cents. All Diamond E prices are 
each. 





Ohio Hardware Reports Show Tardy 


Business Conditions—Prices Steady 


CLEVELAND, Feb. 7.—Jobbers’ sales during January fell slightly 
below those of the corresponding month last year. 
rural districts was better, but this was more than offset by a falling 
Orders showed some gain at the end 
of the month and jobbers regard the outlook for February as prom- 
ising. Mill supply business has improved materially and is better 
Few price changes are reported. A 
few types of flashlights have been reduced and new prices are out on 
stove boards, which are slightly higher than last year. 
with local retailers is dull but probably not more so than is usual at 


off in the industrial centers. 


than for a number of weeks. 


this time of the year. 


(Cleveland office of HARDWARE AGE) 


Collections are not as good as they were a few weeks ago. 





ANTI-FREEZE MATERIAL.—tThe de- 
mand is rather spotty and prices are 
unchanged. 


Cleveland jobbers quote, denatured 
alcohol 188 proof at 50 to 54 cents 
per gal. in 50-gal. drums. Ever 
Ready Prestone at $3.60 per gal. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—Jobbers are taking quite a 
few orders for tires for spring ship- 
ment. There is no talk of a change in 
prices. 

ee po jobbers quote Mansfield 
tires f.o.b. Cleveland, 30 x 3% Lib- 
erty Cord, % 10; heavy duty over- 
size, $8.30; 32 x 4 Liberty, $11.15; 
heavy duty, $13.80; bo pig 27 x 
4.40, $8.70; 29 x 4.40, $9.15; 3 5, $13; 

32 x 6, heavy duty, $21.10; oe x’ 6.20, 
heavy ‘duty, $24.85; tan tubes, 30 x 31, 
$1 32 x’ 4, $2.50; 34 x 446, $3.1 
balloon tire tubes, gray, 27 x 4.40, 

1.80; 29 x 4.40, $1.85; 30 x 5, $2.25; 
32 x 6, $3.10; 32 x 6.20, $3.50. 

We quote from jobbers, stocks, 
f.o.b. Cleveland: Millers Falls, No. 145 
jacks, $3.75. Derf spark plugs, 96c. 
each for all sizes in lots of less than 
50; Champion X spark plugs, 45c. 
each for less than 100, and 41c. each 
for over 100; Champion regular, 53c. 
each for less than 100, all sizes; 50c. 
each for over 100. 


AXES.—These are rather quiet at 
present. 


Jobbers quote f.o.b. Cleveland: 
First grade single bitted rustless 
black finished, handled axes, $19.50 
base per doz.; unhandled, $15. 50 per 
doz.; double bitted, handled, $24.50 
er doz.; double bitted, unhandled, 
20 per doz.; 60c. increases for dozen 
lots weighing 42 to 48 lb. and similar 
advance for each 6 Ib. additional 
weight increase. 


BATTERIES.—Radio batteries are in 


fair demand. Prices are unchanged. 


Jobbers quote f.o.b. Cleveland: 
and C radio batteries. 


BUILDERS’ 





Unit Broken 
Packages Lots 


INOs POM. aab:e sede ec iSaiea $1.14 cy 22 
INO) PE cuecesdesnes te 1.30 1.40 
eas > RS ee eee 2.44 2.62 
DO PEE teilkn sss cs waleaie 3.17 3.40 
Pe GAO isis ceca ccceticne ShOe 3.58 


Dry cell A_ batteries, No. 7111, 
354%4c. in standard packages; 40c. in 
broken lots; Columbia igniter dry cell 
batteries, 32%4c. in standard pack- 
ages, 36c. in broken lots. 


BINDER TWINE.—Jobbers are getting 
quite a few orders subject to prices for 
the season that will be named later. 
Prices are expected to be about the 
same as last year. 


BIRD CAGES. — Lively competition 
among manufacturers has resulted in 
special prices on some items in bird 
cages and jobbers have reduced prices 
en these types about 50 cents each. 


BOLTS AND NUTS.—These are mov- 
ing in very satisfactory volume and 
prices are firm. 


Jobbers quote f.o.b. Cleveland: Ma- 
chine and carriage bolts, cut thread, 
hot pressed and cold punched nuts 
at 60 and 5 per cent off list. Bolts 
with rolled thread, 60, 10 and 5 per 
cent off list. Stove bolts, 80 per cent 
off list. 

Semi-finished nuts in bulk, 50 and 
5 per cent off list; 15 per cent higher 
for packages. 


Cleveland jobbers quote in case lots 
lock sets, $4.75 per doz.; heavy strap 
hinges, 6 in., $1.45 per doz.; 8 in., 
$2.38 per doz.; extra heavy T hinges, 
4 in., $1.73 per doz.; 8 in., $2.80 per 

Oz. 


Butts, case lots, 3 in., 15%c. per 


Business in the 


Business 


HARDWARE. — A _ fair 
volume of orders is being taken from 
retailers who are getting their stocks 
rounded out for spring. 





pair; 314 in., 16c. per pair; 4 in., 22c. 
per pair; for less than case lots, all 
sizes are 2c. per pair higher. 
Ornamental hinges, standard fin- 
ishes, $1.05 per doz.; nickel and sand 
blasted finished, $1.25 per doz. 


CORRUGATED ROOFING.—The de- 
mand, which has been quite good, has 
slowed down materially. 


Cleveland jobbers quote 28-gage 
corrugated roofing at $4.01 for 1% in. 
and $3.97 for 2% in. per square f.o.b. 
Pittsburgh for ten squares or more. 


FLASHLIGHTS.—A price reduction of 
between 15 and 20 per cent has been 
made on two types of Eveready flash- 
lights in display packages. The types 
affected are Nos. 16 and 71. No. 04 re- 
mains unchanged. Some price revisions 
have also been made on other types. 


Jobbers quote Nos. 2616 and 2671 
Eveready 2-cell flashlights in display 
packages containing 6 units without 
batteries, $5.64; No. 2602, 2-cell case 
and lamp but not cells and batteries, 
62 cents; No. 645, 5-cell, $3.41; No. 
2697, 2-cell, $1.43. 


GLASS BAKING WARE.—This is 
moving slowly at present. 


Jobbers quote f.o.b. Cleveland: 
Casseroles.—Round or oval, 1 qt., 
$1; 1% qt., $1.17; 2 at., $1.33; square, 
or a7: casseroles with fancy covers, 
35. higher. 

Pie Plates.—8 in., 50c.;.9 in., 60c.; 
10 in., 67c. 

*Bread Pans.—No. 212, 60c.; No. 214, 


Utility Dishes.—No. 231, 67c.; No. 
232, $1. 

Pesoete —2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 


GLASS CLOTH AND CEL-O-GLASS. 
—Orders for these products recently 
have been rather light. 


Cleveland jobbers quote glass cloth 
24c. per yd. in 100 yd. rolls and 25c. 
per yd. in small rolls; Cel-O-Glass, 


12c. per sq. ft. 


HOUSEHOLD AN D INDUSTRIAL 
CLEANERS.—Jobbers report a fair 
movement of these products. 


Jobbers quote f.o.b. Cleveland: 

Presto-pipe opener, $2 per _ doz.; 
Presto toilet bowl- cleaner, $1.85 per 
doz.; Presto tile and _ porcelain 
cleaner, $1.20 per doz.; Presto vege- 
table oil soap, $2.60 per doz.; Presto 
Met-L-Shyn, $3.60 per doz.; Presto 
Silvershyn, $1.80 per doz.; 
waterless cleaner, 2-pt. cans, $5.40 
per doz.; 5-pt. cans, $9 per doz.; 
Presto window cleaner, 6-0z., $3.60 
per doz., 12-0z., $5.40 per doz.; Presto 
Lustre Furniture Polish, 6-0z., $2.60 
per doz., 12-0z., $4.32 per doz., 16-o0z., 
$5.40 per doz.; Presto dry cleaner, 
$3.60 per doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
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and in gross lots, $2 per doz. Desolvo, burners, $140; full white porcelain B-86, $21; B-603, $16.50; Philco trickle 
cate ey ¥! oz. ~ case “Ae 2 enamei with est — nay a charger, TC-6 » $6. 
0%. Cals, per doz.; half gross lots, wall burners, 120; apan nis 
$3.75 per doz.; in gross lots, $3.50 per stoves, $28.50, $22.50 and $17.50. Pur- ROLLER SK ATES.—Retailers are now 
doz. selva, sripe gy in 2 lb. itan oll stoves, ful white Porcelain buying for Spring and sales are better 
cans, case o oz. cans, $7 per doz., enamel with short drum Puritan * 
and gross lots, $6.50 per doz, burners, $122; japan finish stoves, than they have been for some time. 
Kloset Klean, 22 oz. size, less than $28.50, $22.50 and $17.50. Puritan Jobbers quote f.o.b. Cleveland: 
case lots, $2.25 per doz. case of 2 pressure gas stoves, full porcelain Union Hardware Co. line, Nos. 4 and 
doz. cans, $2.15 per doz.; gross lots, enamel with built-in oven and pres- 5, $1.42 per pair; No. 6, $1. 55 per pair; 
I ag . sure ee ie? aonn — No. 3, children, 75c. per pair. 
Tubola, oz. cans, less than case stoves, 8, $33 an 50. erfec- : . 
lots, $2.25 per doz.; case of 2 doz. tion ovens, one burner, $2.50; one ROPE.—Orders for Spring shipment 
$2.15 per doz.; gross lots, $2 burner glass door, $2.70, and two- continue good. 
per doz. burner glass door, $6. Discount on Clevel _— bent avad 
Chaco boiler liquid, single quarts, above stoves and ovens, 30 per cent eveland jobbers quote best grade 
$2.50; half dozen quantity, $2 per at.. for less than ten and 30 and 5 per of manila rope at ae: per Ib. for 
and yu quantity, $1.75 per qt. come for ten and more. " — ee peat ie tc Egg ed 
ICE CREAM FREEZERS.—These are eshte Fong oe aa ous, 9 Ib. for factory shipment and 16 te. 
inactive. burner, $28; onme, s{;burner, $33; for shipment from ND weno 
. urner range, urner range, — 
Jobbers quote f.o.b. Cleveland or $70; high shelves for Py lar gasoline SCREEN DOORS AND a 
Sees oe ae ee te Sen stoves, 3-burner, $5.46; .3-burner, These items are fairly active. 
White Mountain, . a. ot ot eee; $6.50; 4-burner, $8; dealers’ discount Cleveland jobbers quote Continental 
4 qt., $8.25 each; 6 at. $10.15 each: 30 and 5 per cent off line No. 288 doors, 2.8 ft. x 6.8 ft. 
8-at., $13.50 each: this price is subject Air-O-Gas gasoline stoves, No. 327, $23 per doz.; 2.10 x 6.10, $24 per doz.; 
to 66 per cent discount. a No ues Ge ge ge EF No. 315 G-12, 2.8 x 6.8 ft., $31.65 per 
Oe 3 fe ne Say ge +} rage sui ‘These pao are subject — fase’ "3. - pond ‘te 
each; subject’ ‘to a 55 per cent dis- © a 33% per cent discount. 1833, $4.15 per doz.; No. 2433, $4.90 per 
aie PAINTERS’ SUPPLIES.—Retail mer- 
Blizzard, 2 qt., $5.50 each; 4 qt., $8 : : jp 
each; 6 qt., $10 each: 8 at., ‘sis abek: chants are placing orders quite freely SHEETS.—The demand is rather slow. 
subject ,° discounts of 55 and 7% for mixed paints and other supplies for | There is some talk of a price advance.. 
e Py e ie a 
Acme, 2 qt., in half dozen lots, $8 | Spring shipment. piunk tte eee pie ae 
od } ag in ‘broken packages, $8.40 Cleveland jobbers quote as follows: 4 
: Turpentine in bbls., 72%c. per gal.; STOVE BOARDS.—New prices are out 
LAWN HOSE.—Most retailers have less than bbl., 87%4c. per gal. t boards, which sh light 
bought f : li Linseed oil in bbis., 89c. per gal.; On SUVS DORTEs, WAR Show & she 
ug : or spring delivery and orders| jy, less than bbl., $1.04 per gal. advance. 
are not numerous. White lead in 100-Ib. kegs, c. : - 
er Ib.; in 50 and 25-Ib, kegs. 14c. per Cleveland jobbers quote No. 3 
* = oe —- jobbers’ stocks, Ib. in 12%-lb, kegs, 14%c. per Ib. oueere, = wey Pg tg Hee in 
mn ge 2-braid molded, un- Quantity discounts 500 Ib. to 1 ton, Son.: Ho. € cbleme wood Wiad 34 x08, 
foo ee ‘ ~~ % in., 7% cents per 10 per cent. One ton or more, 10 per $16 60 _. a Pees mre v4 
91, conte’ per tt; coupled ine" tk 1, < ee at ce A $1.20 to $1.65 lined, 28 x 28 ‘in., $8.28 oor aoa: Wo. 
cent per ft. higher. ——« seealibctices ‘ ie $10 re * lined, 24 x 36 in., 
MACHINE SCREWS.—The demand is J . 
POULTRY NETTING AND WIRE) grove PIPE AND ELBOWS.—Sales 


not very active. Cleveland jobbers | CLOTH.—Poultry netting is in good de- . 
; , } h f 
quote steel machine screws at 80 and'5| mand. Wire cath i not active: | Se,tathe ih as 9 lnge share of 


per cent off list and brass at 75 and 5 Cleveland jobbers 
° ; quote: 12-mesh : 
per cent off list. black, wire cloth, $1.45 5 Br, 100 sq. cent price advance. é' 
t.; 12-mesh galvanize per Cleveland jobbers quote for factory 
NAILS AND WIRE.—Jobbers who had rr A ce: Pp yp galvanized, oe per shipment 6-in. 28-gage Bocas, stove 
n i Sq. [t.; 16-mesh, $2.50 per sq. pipe at $3.28 per crate of 2 oints, 
ot covered for all the stock they will ft.; bronze, 14-mesh, $5.35 per 100 ft. and 6-in, elbows, 28-gage, at $1.36 
need for the first quarter were given an rolls: 50 ft. rolls 10c. _nasitional. per doz. 
i oultry netting galvanize after 2 2 
sp potunity to do so before the recent | weaving, 50 and10 to 50, 10 and 5 per | VENTILATORS.—The demand is fair. 
price and no advance in cent off list; galvanized before weav- Jobbers quote. Continental wooden 


jobbers’ prices is looked for during the ing, 50, 10 and 10 to 50, 10, 10 and 5 types, No. 937, $3.75 per doz.; No. 


present quarter. Nails, which for some oe nee oe ee 949, $5.10 per doz.; No. 1537, $4.80 per 


time moved very slowly, have become | PREPARED ROOFING. — Sales are tinental ventilators, rat type, No. 


fairly active. rather light. 883, $4.30 Der don. 3 ; No. 887, » ot 45 per 
" " oa oz.; No e 0z.; No. 
Jobbers quote nails at $2.75 base ceontens sg — pavers: 1437, $6.45 per Bo No. tort $7.30 per 
per keg for mill shipment and as grades: ity ye ag $1.28 doz. Liberty all metal’ window 
follows from stocks: gd = , tot ag a $1.99 screens, 18 x 33 in., galvanized, $6.80 
Nails.—Less than car lots, $2.90 per ied = Mate SUTIACe TOORRE. per doz.; 24 x 37 in., galvanized, $9.20 
a Peg 2 galvanised wire, 3. a Pe per Fo per 0g 18 x 33 bronze, $10 per doz.; 
t) annealed wire t } 
per 100 lb.; cement-coated nails, $2.90 PRUNING SHEARS.—The season td ee ereggeryinet nn 
. .; polished fence staples, pruning fruit trees is at hand and job- | WOOD SCREWS.—Local jobbers dur- 
ie “33. yt Fe acc cael are bers are getting a very good volume of | ing the week placed in effect the recent 
Barbed Wire.—Barbed wire stock orders for pruning shears. prices which represent a considerable 
shipment Lyman, 4 point, $3.13 per er advance. 
80- rod spool. Hog wire, $3.38 per RADIO EQUIPMENT. — This is not Ps rg : 
rod spoo . 
OIL AND GASOLINE STOVES —Job- | ™°VM® Ver Well at resent. bright screws. 60 per cent ‘off at 
. to Jobbers quote f.o.b. Cleveland: round head, blue, 50 per cent off list; 
bers report a fair amount of business Phileo 6-180-volt, AB-686, socket flat head, japanned, 40 and 5 per cent 
for spring shipment power units. $33; AB-386, $39; AB-382, off list; round head, nickel on steel, 
4 $45; 6-150-volt, AB-663 and AB-356 27% and 10 per cent off list; flat 
Jobbers quote f.o.b. Cleveland: Per- 327: AB-623, $33; 4-volt, AB-463, $21: head, brass, 50 per cent off list; round 
fection oil stoves, full white porcelain AB-423, $30; 6-volt A ‘socket power head, brass, 40 and 10 per cent off 
enamel with built-in oven, Superfex units A-603, $16.60; B socket units, list. 











Plews Direct Pump Oiler No. The No. 5 Jr. is of the same general | finished in natural rust-proof steel, with 
5 Jr construction as the other oilers in the line, | the spout and handle of bronze or copper 
; ie lacquer. The handle is sufficiently large 
Plews Oiler Co., Minneapolis, Minn., is enough to allow a man’s gloved finger to 
bringing out three new Direct Pump Oil- be inserted in the loop. The oiler does not 
ers. The No. 5 Jr. is a % pint size; the depend upon air pressure. The entire re- 
No. 40 is a full pint size, the same as sult is obtained from the oil pressure in 
No. 35, and No. 60, which is the same as the tube and spout. There are no leather 
No. 45. The only change in these oilers washers. All parts are of metal, even the 
is the spout, the Nos. 5 Jr. and 40 having valves which work in a bath of oil. 
angle spouts and the No. 60 with a hori- Twelve are packed in a carton, weigh- 
zontal spout. ing 6 Ib. 
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The Remington Weekly Letter 


SCIMITER STEAK KNIVES 


Since Remington Butcher Knives were announced a year ago and have found their way into 
the hands of professional meat cutters, chefs, etc., we have been urged to add Scimiter 
Steak Knives of the same high grade Remington quality. We are pleased to announce the 
addition of these to our line. : 





DESIGN 


Remington Scimiter Steak Knives were designed efter giving careful consideration to the 
requirements of a knife of this type as well as existing knives of this character on the mar- 
ket made in this country as well as in Europe. Advance hand made szemples were sent into 
various sections of the country for suggestions and criticisms by our jobbers, salesmen and 
professional users in packing houses, local butcher shops, hotels, ete. We, therefore, can 
recommend the design of this knife as heving been approved by users all over the country. 


BLADE 


Knowing that a knife of this type is used by the most critical, blade quality was given very 
careful attention. The steel is the finest alloy tool steel obtainable, made to Remington speci- 
fications. Hardening and tempering are done by the same methods so successfully used in 
Remington pocket knives, further assuring the continued high standard of quality and 
uniformity as is found in Remington butcher knives. The grinding is done in a scientific 
menner to give the blade proper cutting qualities, balance and flexibility. These blades are 
fine blue glazed and carry 2 keen cutting edge ready for use. 


HANDLE 


The handle is distinctly Remington, correctly shaped to fit the hand; made of one piece 
selected and especially treated, oiled and waxed walnut affixed to the blade with three large 
steel rivets (steel being used to conform to certain state hygienic regulations). Being of 
one piece the handle seam is therefore reduced by three-fourths, making it not only stronger 
but more seznitary and reducing to a minimum the possibility of bacteria collecting in the 
blade and handle joints, at the same time giving the knife more perfect balance. 


We have a stock of these knives on hand and shipments can be made immediately. All 
Remington salesmen in every section of the country will carry samples of these knives and 
it is suggested that you place your specifications at once so that orders received from Rem- 
ington salesmen can be executed promptly. We are pleased to furnish electrotypes of this 
knife with description for catalog purposes. 


We had number of requests 
af reprints of “these Weekly Letters, 
distributed to salesmen and ‘ o 


4 We shall be glad to a 


any A customers with copies President 
REMINGTON ARMS COMPANY, Inc. 
25 Broadway, New York Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery, Cash Registers and Service Machines 
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Opinions as to Business Conditions 
Are Mixed but Situation Is Normal 


(Boston office of HARDWARE AGE) 


Boston, Feb. 7.—The common complaint among retail dealers of New 
England is that business is slow and that January was a disappointing 
month. With most of them, however, January usually is a quiet month 


and this year sales were normal. 


Substantiating reports by the retail 


trade, jobbers say collections are still slow. The biggest retailers are 
inclined to discredit claims of dull business by the small stores. They 
say that since eastern New England has experienced snows, the sale 
of snow shovels, sidewalk cleaners and kindred merchandise has mate- 
rially improved. To be sure, the sale of sleds lacks a punch, but it 
is better than it has been. They also state that the average retail stock 
of merchandise, so far as they have been able to ascertain, is not bur- 
densome, and that 1927 turned out a better year than most dealers 


anticipated in January, last year. 


From the jobbers’ angle, business is remarkably good for this time 
of the year. Jobbers report that while it is true very few new stores 
are opening, and that several owners of established stores desire to 
sell out, the average retail dealer unquestionably is doing a good busi- 


ness for the first quarter of a year, 
Buying is very largely of standard lines of 


be of current volume. 


otherwise jobbing sales would not 


hardware and seasonable goods for immediate delivery, but bookings 
of certain kinds of futures are remarkably good. In addition, jobbers 
are offering clean-up goods, in which the retail trade shows interest. 
While opinions as to the condition of business appear mixed, the situa- 


tion seems normal and healthy. 





BASEBALL GOODS.—Jobbers  con- 
tinue to book orders for baseball goods 
for delivery a little later in the year. 
Demand, however, runs mostly to base- 
balls and bats, and jobbers assume that 
retailers carried over stocks of gloves, 
masks, etc. 


We quote from Boston jobbers’ 
stocks: 

Baseball Bats.—Babe Ruth, $16.20 
per doz. net; Eddie Collins, $16.20; 
Harry Heilmann, $16.20; Babe Ruth 
Jr., $7.20; Bin-Go, $12; burnt oil fin- 
ish, $10.80. 

Baseballs. — With rubber centre, 
$14.50 per doz. net; with cork and 
rubber centre, $14.50; Professional 
League, $8; Boy’s League, $3.50; 
Junior League, $2.75; Dollar Lively, 
No. 7, $6 


BUILDERS’ HARDWARE.—The mar- 
ket for builders’ material is easier, es- 
pecially for competitive stock. Job- 
bers have made some slight changes 
downward in prices for certain styles 
of lock sets. 


We _quote from Boston jobbers’ 
stocks 

Lock Sets.—Inside, $5.25 to $6.25 
per doz. sets, and $1.30 each. Front 
door sets, from $7.50 to $12.50 per 
doz. Vestibule, New Haven pattern, 
No. 0122%4H4, $3. 20 each. Bath room 
sets, from $8.20 to $22 per doz. All 
price are net, 


FLASHLIGHT CASES.—Jobbers _re- 
port that before the close of another 
week new prices will be issued on flash- 
light cases, which will show a general 
advance. 


LAWN ACCESSORIES.—Further en- 
couraging reports are had from jobbers 
regarding forward bookings of lawn ac- 
cessory orders. Lawnmowers and rub- 
ber hose are the big items, but buying 





embraces all kinds and makes of acces- 
sories. 


We quote from Boston jobbers’ 
stocks: 

Lawn Mowers. — Plain line, 
cules, roller bearing, 16 in., $18. 25 
each net; 18 in., $19.50; 20 in., $20.75; 
Pilgrim roller bearers, 16 in., $16.25; 
18 in., $17.50; 20 in., $18.75. Auto- 
matic, style i1- 5, 16 ’in., $12; 18 in., 

3; 20 in. Style i0-4, 14 in., 


i . 
; 20 in., $10. 50. vai: 
versal, ball’ bearing, Gran 


$3. 50; 18 in., 


$14.25; 18 in., $15.50; 20 wd $1 678 

Giant, 14 in., $9. % 16 in., $10.50; 18 

‘$1 12. High wheel, 

"$9.50; 18 in., $10; 26 

50. Special, style 8- 4, 14 in., 

$8. 50; 16 in., $8.90; 18 in., $9. 30. Spe- 

cial Yankee, style 8-3, plain bearing, 

12 in., $5.40; 14 in, $5. 80; 16 in., $6.20; 
18 in., $6.60. 

Hose.—Rubber, garden, Commer- 
cial, % in., $6%c. per ft. net; Leader, 
wy in, 6%c.; % in., 7%c.; Vigilant, 5% 
in, 8\c.; Olympia, 5% in., 8%c.; Good 
Luck, % in., 10c.; win % in., 10%c.; 
Bull Dog, &% in., ‘i 

Couplings.—Hose, erfect Clinch- 
ing, $2.25 per doz. net. Hose mend- 
ers, $8.40 per gross. 

Lawn Trimmers.—Popular makes, 
$15 each list. Discount, 50 per cent. 

Factory Shipment.—On direct fac- 
tory shipment up to 30c. freight on 
ten or more machines is allowed. 

Dawn Roller.—Water weighted, 18 
in. diameter x 24 in. long, $13.24 each 
sie 3 24 in. diameter x 24 in. long, 
1 

oe —Lawn fountain, $6 per 
doz. net; fountain half circle, $5.50. 
Rain King, $2.34 each net. 

Nails.—Effective Jan. 1 local job- 
bers put into effect the new extras 
on wire nails. 


NAILS.—Local jobbing prices on wire 
nails have been advanced 10c. per keg 
to $2.95 in less than carload lots, to 
conform with new lists recently issued 
by the mills. Cut nail prices remain 
as heretofore. 





We quote from Boston jobbers’ 
stocks: 
Nails. a from store, $3.50 per 
xe§ base; from mill, in car lots, 
0 per keg base; in less than car 
aly $2.95. Cement coated, in count 
kegs, from mill in car lots, $2.60 per 
keg base, f.o.b. Pittsburgh; in less 
than car load lots, $2.85. Cut nails, 
from store, $4.25 per keg, base. 
Hardened steel floor, direct ship- 
ments, $7.60, f.0.b. Wareham, Mass.; 
from store, $8. 10. "Western cut nails, 
direct shipments, in less than car 
lots, $3.50. Tremont cut nails, direct 
— $3.95 per keg, f.0.b. Ware- 


RAZOR BLADES. — The Eveready 
blades, in packs of 10s, now include a 
metal box or container known as the 
“Treasure Chest.” The metal box is to 
be used by the consumer of blades. 


SHEARS.—The past week witnessed a 
really big buying movement in hedge 
shears and pruning shears in general. 
Sales for January will run will ahead of 
those for the corresponding month last 
year. 
We quote from Boston jobbers’ 
stocks: 
Pruning ar ETS t Rr 
doz. net; No. 0, $4.50; No. a0, 
23, $6; No. 65. ” $7.50;' No. No. 
40, $15; No. 290, $22'50; No. "240; 18. 
French wheel, = 8, $20 per 
net; No. 9, $23; 39, $9. 
igen Shears. ~ special $2.50 per 
No. 1, 5%4-in. blade, $2.75; 
60, 5%4-in. blade, $4; No. 
hy $6; Disston, No. 1105, 7-in. 
blade, "$11. 75; Graham, shear pattern, 
017, $6; No. 117, $7.50. 
STEPLADDERS. — The retail trade 
keeps picking away at stepladders. 
Most retailers are carrying small stocks, - 
which accounts in a large measure for 
the small yet steady stream of orders 
passing through jobbing houses. 
We quote from Boston jobbers’ 
stocks: 
Srepiasiuse: “meg bere, 3 ft., $1.60 
each net; » $2.14; 6 ft., 3. ‘Ste 
cer! a 73; 8 ft., $4.27; 10 


ft., $5. 
ielereiness —No. . 


each net; 4 ft., $1. 2: 1 it. eis .50; 
, $1.80; 7 ft., $2.10; 8 fi 


ROOFING MATERIAL. heen job- 
bers intimate that new prices on cer- 
tain kinds of roofing material will be 
issued before the close of another week 
and that the change will be upward. 
During the past week there has been 
quite a decided improvement in the de- 
mand for all kinds of material, but 
more particularly papers. 
RULES.—Jobbing quotations on box- 
wood rules have been reduced approxi- 
mately 5 per cent. 

VACUUM CLEANERS.—Although 
buying is not active it is so much bet- 
ter than it has been jobbers call atten- 
tion to that fact. Some of the current 
business is for immediate and some for 
later delivery. 


We quote from Boston jobbers’ 
stocks: 

Vacuum Cleaners.—Universal elec- 
tric, complete with attachments, No. 
E7201, $35 each net; in lots of three, 
$33.75 each; in lots of 12, $32.50 each. 
Bee Vac, without attachments, in lots 
of three, model G10, $20.10 each net; 
B30, $23.65. Attachments, $3.50 per 
set. 
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Hardware for every modern 


Parallel Sliding Doors are often the best solution 
to a garage door problem. For the multiple-car 
garage they are particularly practical, sliding par- 
allel on two or three tracks, all the hardware being 
protected, no weather strip being necessary. This 
is a popular type of R-W garage door hardware, 
ideally suited to various doorway conditions. 
































Slidaside: Here is the correct door hardware for 
garages not deep enough to fold the doors inside. 
Slidaside equipped doors slide around the corner, 
flat against the wall. They can be used for two- 
car garages by sliding to both walls, regardless of 
the distance from jamb to wall. 

Both Slidaside and Slidetite equipment provide 
for an entrance door —no separate entrance is 
needed. 


DooR-Way 


BUILDING is no more useful than its doors. What- 

ever your doorway problem may be, it can be solved 
with R-W hardware, exclusive designs perfected by R-W 
door engineers. 

Take garage doors, for example—three typical conditions 
are pictured on this page. The large illustration shows a 
large garage whose doors are hung with R-W Slidetite hard- 
ware. Not only are the doors protected from all effects of 
weather, by opening inside, but there is no center post— 
the passageway is wide, clear and unobstructed. 

Garage doors that open out invite trouble. Not so with 
Slidetite equipped doors which slide and fold snugly back 
against the wall. Wind cannot blow them shut; ice and 
snow cannot impede their smooth, quick, easy performance. 
None of the hardware is exposed to the ravages of damp 
weather. Slidetite adjustments take care of all door swelling 
and shrinkage. Doorways with 2 to 10 doors and up to 30! 
wide can be equipped with Slidetite hardware. 

Every single doorway need can be met with R-W hard- 
ware, the largest and most complete line manufactured. 
Have no hesitation in telling us your problems, and we will 
gladly make recommendations to help you. 


New York - 
Boston Philadelphia Cleveland  Cinci 


AURORA, ILLINOIS, U.S.A. 


St. Louis. New Orleans Des Moines 


Minneapolis Kansas City Los Angeles San Francisco Omaha Seattle Detroit 
Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. - Winnipeg 
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Little yarns that others have laughed 
over culled from various sources. As a 


contemporary puts it: 


“Some of them 


have been copied, the rest will be.” 





Mrs. Small: “I believe I shall have to 
give up bridge.” 

Mrs. Sharp: “Really? Isn’t the game 
worth the scandal?” 


“My husband,” she said, “always wants 
me to look my best, no matter what it 
costs.” 

“Well,” her friend replied, “one can 
hardly blame him for feeling as he does.” 


Landlady—‘“Isn’t this good chicken?” 
Boarder—“It may have been morally, 
ut physically it’s a wreck.” 


Alicia—“‘Why are you off of Fghert?” 

Bernicia—“The dumbbell—when I told 
him I wanted a course dinner he ordered 
bran muffins.” 


“Girls were harder to kiss in your days 
‘weren't they, Grandpa?” 

“Wall, mebbe; but it wasn’t so blame 
dangerous. The ol’ parlor sofa wasn’t 
apt to smash into a tree jest about the 
time ye got all puckered up.” 


Sweet Young Thing (hopefully)—‘Do 
you think I can ever do anything with my 
voice, professor ?” 

Professor—“Well, it may come in handy 
in case of fire.” 


“Harry, dear, I have been dreadfully in- 
sulted by your mother,” sobbed a young 
wife to her husband. 

“My mother, Flora? Nonsense! She’s 
miles away.” 

“T’'ll tell you about it,” she said, “A let- 
ter came for you this morning addressed 
in your mother’s handwriting, so I—I 
opened it.” 

“T understand, but where does the insult 
come in?” 

“In the—the postscript,” answered she. 
“It said: ‘Dear Flora,—Don’'t fail to give 
this letter to Harry’.” 


“So Bess married a Scotchman. How 
does he treat her?” 
“Reluctantly.” 





A newspaper publisher in another State 
offered a prize for the best answer to the 
conundrum : 

“Why is a newspaper like a woman?” 

The prize was won by a woman who sent 
in this answer : 

“Because every man should have one of 
his own and not run after his neighbor’s.” 


Under a spreading chestnut tree 
A stubborn auto stands; 

The smith an angry man is he 
With trouble on his hands. 

The carburetor seems to be 
The cause of all his woe; 

He tightens half a dozen bolts, 
But still it doesn’t go. 

He sits beside the road to give 
His brain a chance to cool, 
And ponders on his training at 
The correspondence school. 
And then he starts his job once more 

And just by chance ’tis seen 
The cause of all his trouble is 
He’s out of gasoline. 


Wilson (angrily)—‘“Professor, I’m sur- 
prised to hear that your chickens have been 
over the wall scratching up my Yarden.” 

The Professor (with ps oe! med 
dear sir, that can hardly be regarded as a 
phenomenon. If your garden had come 
over the wall and scratched my chickens I 
could have understood your astonishment.” 


A famous actor sometimes shows inter- 
est in the lesser lights about him. One day 
he was conversing with one of his stage 
hands. “And what, my man, is your voca- 
tion?” queried the condescending matinee 
idol. 

“I’m a Baptist,” was the reply. 

“No, no, good fellow, that is your be- 
lief. I want to know your vocation. For 
example, I am an actor.” 

Said the scene shifter: 
your belief.” 


“Naw, that’s 


A negro stoker crossing the Atlantic for 
the first time enjoyed his first breathing 
spell on deck immensely. The second day, 
however, when he came on deck and looked 
around at the vast expanse of water, with 
no other object in sight, he said disgusted- 
ly: 
“Shucks! We is right whar we was dis 
time yesterday.” 








Badly Bruised Boxer—"I can’t ’ardly gee 
‘im now.” 

Second—“Never mind; ’it 
memory.” 


’im from 


Weary Husband—“I’ve been to every 
shop in town and they can’t match this 
ribbon anywhere.” 

Wife—“Splendid! I just wanted to make 
sure no one else could buy it!” 


Stranger—“Tell me, have any big men 
ever been born in this city?” 
Native—“Nope; only babies.” 


Old Hen—“T’ll give you a piece of good 
advice.” 

Young Hen—“What is it?” 

Old Hen—“An egg a day keeps the axe 
away.” 


Lady (to little boy with bad cold)— 
“Little boy, haven’t you a handkerchief?” 

Boy—“Sure, but I don’t lend it to 
strangers.” 


Teacher—‘“Use ‘statue’ in a sentence.” 
Abie—“Ven I come in last night mine 
poppa says, ‘Statue Abie’?” 


A census taker called at a farm house 
and a woman answered the door. 

“How many in your family?” asked the 
census taker. 

“Five,” answered the woman peevishly. 
“Me, the old man, one kid, a cow and a 
cat.” 

“And the politics of your family?” in- 
quired the enumerator. 

“Mixed,” came the short reply. “I’m a 
Republican, the old man’s a Democrat, the 
kid’s wet, the cow’s dry and the cat’s a 
Populist.” 


Minister—“I hear, Paddie, they’ve gone 
dry in the village where your brother 
lives.” 

Paddie—“Dry, mon! They’re parched. 
I’ve just had a letter from Mike, an’ the 
postage-stamp was stuck on with a pin.” 


“Lay. down, pup; lay down!” ordered 
the man. “Good doggie—lay down, I say.” 

“You'll have to say ‘Lie down,’ mister,” 
declared a small bystander. “That’s a 
Boston terrier.” 


Reading matter continued on page 118 
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DEALER- WILLYS LIGHT AND POWER PLANT 








NEW JERSEY 


SWEDESBORO, : . ° 


12/27/27 


Simonds Saw and Steel Co. 
Fitchburg, Mass. 


Dear Sirs:- 


Atta,hed please find, one of your 6" Special 
Hand Saw Files, that we sold to Mr. Geo. I. Headley, of 
our Town. Mr. Headley is a carpenter who is a little 
old to follow his trade regularly and now has quite a 

lot of work filing saws. When your man was in some time 
back he gave us one of your Special Hand Saw Files, tell- 
ing us to give it to someone to try out. We gave it to 
Mr. Headley and he claims it was the best file he ever 
used, We have supplied him with them ever since, 


When he told us that he had one of your files 
with which he had filed 30 saws, we asked him to bring 

it in as we felt that when a company made something good 
they had a just right to be acquainted with the fact. 

We are sending you the file with the old handle showing 

30 nicks -- Mr. Headley made a nick every time he filed 

a saw -- feeling that you will be interested. 


Hoping you may continue to make good’ files 
for many years, we are 
Yours respectfully, 


ioe 


This letter proves that Carpenters will buy the SIMONDS SPECIAL HAND 
SAW FILES if they know you have them. Put some in stock now. Order through 
your jobber. On request we will send any dealer a counter card on which six of 
these files can be displayed. Show them and you sell them. 








Simonds Saw and Steel Company 


ESTABLISHED 1832 Fitchburg, Mass 
9 . 


Hardware Department 
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Eveready-Mazda Automobile Lamp Kit No. sii 
1742. Handsomely enameled in colors, substan- 
tially made of metal. Can be slipped in side 
pocket of car, or thrown in tool box without 
danger of breakage. Contains two head lamps, 
and two side, tail or instrument lamps. List 
price, 25c without lamps. 










‘ 


Look out for 
ONE-EYED cars 


HERE’S a business-building suggestion — turn on 
the lights of every car that comes into your shop. 
Make sure every lamp burns. Replace every one 
that doesn’t with an Eveready-Mazda Automobile 
Lamp. When the car is called for, say what you 
found, and suggest that the Eveready-Mazda Auto- 
mobile Lamp Kit costs only 25 cents above the price 
of the four lamps it holds. Dealers who have tried 
this plan usually sell five lamps instead of one, and 


impress car owners with their thoughtfulness. The 
Kit certainly is appreciated when a lamp goes out at 
night. Order from your jobber. 


NATIONAL CARBON COMPANY, INC. 
MA: 7, DA New York Chicago San Francisco 
Atlanta UCC) Kansas City 
Unit of Union Carbide and Carbon Corporation 
AUTOMOBILE LAMPS — 
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Better Merchandising Keynote of Missouri Convention 


rectors: H. E. Brown, Trenton, Mo., and 
Victor J. Schwein, St. Joseph, Mo. The 
officers were elected as nominated. 

The speaker of this session was R. W. 
Carney, sales promotion manager of the 
Coleman Lamp & Stove Co., who spoke on 
“Welding the Weakest Link.” The sub- 
ject referred mainly to the retail hardware 
salesman, whose training Mr. Carney ad- 
vocated. He differentiated between the 
salesman and the wrapper clerk, and called 
poor retail salesmanship the most expen- 
sive effort on earth. Constant training, he 
argued, was the only way to insure better 
selling and greater profit. Knowledge of 
the goods, according to Mr. Carney, is the 
great essential. There are three things to 
know, first, the article itself, and second, 
the uses of the article, and third, the ser- 
vice it renders. There are seven things to 
know about the article: 

1. The raw materials of which it is made. 
2. Processes of manufacture. 3. Features 
of construction. 4. Something of the pat- 
tern or design which is unusual or distinc- 
tive. 5. Some specific instance where it has 
given unusual satisfaction or service. 6. 
Who makes it. 7. Interesting circumstances 
connected with the manufacture, construc- 
tion or history of article. 

He closed with the admonition that as 
the merchant’s clerks can either make or 
break him, the merchant should train them 


(Continued from page 96) 


carefully and intelligently. The discussion 
after Mr. Carney’s talk was led by J. M. 
Campbell. 

The speakers at the President’s Luncheon 
were Past Presidents Miles and Campbell, 
Vice-President Wade, and Llew S. Soule, 
editor of HARDWARE AGE. 

The morning session of the final day was 
given over to the study of “Business Con- 
trol.” The principal speaker was Rivers 
Peterson, editor of Hardware Retailer. 
Mr. Peterson stressed the importance of 
knowing the inside facts of business and 
facing them. He advised dealers to con- 
trol their business rather than let it con- 
trol them. With the aid of charts and work 
sheets, he explained the business control 
plan sponsored by the National Retail 
Hardware Association. After the explana- 
tion, J. G. Wade conducted the summary, 
which proved very interesting. At this 
session W. H. Geller of Geller, Ward & 
Hassner Hardware Co., St. Louis, Mo., 
spoke briefly on behalf of the jobbers and 
the St. Louis Convention Bureau. In re- 
ferring to business conditions, he declared 
that 1928 was starting right, with no de- 
pressions in prices. He cited advances in 
vails and screws as reflecting the tenden- 
cies. The day of inefficient business is 
past, he said. Changes in merchandising 
are everywhere in evidence. More variety 
is needed in hardware stores and new lines 








to carry the expenses of doing business. 
and bring in profits. He advised merchants 
to cooperate; to talk things over among 
themselves and with their jobbers’ with 
the aim of bettering business conditions. 

During the Question Box discussion, 
J. H. Dickbrader, Washington, Mo., read 
to the delegates the editorial by Llew S. 
Soule, entitled “Conventions,” which ap- 
peared in the Jan. 19 issue of HARDWARE 
Ace. He advised merchants to read it and 
decide for themselves whether or not con- 
ventions are assets or merely expenses. 

As the session closed, A. M. Hoffman, 
Sedalia, Mo., on behalf of the association, 
presented to the retiring president, C. C. 
Carter, a beautiful silver mounted gavel. 

The final session on Wednesday after- 
noon was given over to discussions on 
“Advertising.” The speaker was R. Fuller- 
ton Place, past president of the Advertising 
Club of St. Louis. His subject was the 
“Romance of Selling.” The Question Box 
session which followed developed along the 
lines of color in the home. 

One of the final acts of the convention 
was the election of delegates to attend the 
National Convention in Boston in June. 
It was decided to send the president, vice- 
president, secretary, and the entire board 
of directors. A resolution was passed, in- 
viting the N. R. H. A. to hold its 1928 
Congress in St. Louis. 
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keep belts soft and pliable. 


Jersey City 


i iw A ff 


o SURE SELLER 


Recommend Dixon’s Solid Belt Dressing to your cus- 
tomers as the one quick and sure cure for slipping belts. 


It may be safely used on leather, fabric and rubber belting and will 


Dixon’s Solid Belt Dressing does not harden or clog the belt. 
proved by many years’ use in thousands of factories, machine shops and power plants. 


Write for dealer prices and circular 40-O, 
JOSEPH DIXON CRUCIBLE COMPANY 
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Established 1827 






Its high efficiency and economy are 
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The Four-Way Lock 


The Four-Way Lock Co., 4900 Lexing- 
ton Avenue, Cleveland, Ohio, is manufac- 
turing the Four-Way Padlock. The 
mechanism of this lock, although simple, 
has eight levers and sixteen locking sur- 
faces, making it practically impossible to 


i’ 


unlock without the key. In addition, the 
levers move in four directions and the key 
is cut four sided, and like the lock, is four 
keys in one. The lock casing is machined 
from forged bronze and the shackle is of 
the hardest steel, rust-proof coated and 
case hardened. All other parts are either 
brass or rust proofed metals. 

The company states that it is impossible 
to open this lock by vibration. Each “4- 
Way” lock and key has its own code let- 
ters, stamped into the metal. The lock is 
registered in the name of the purchaser by 
means of the code letters and a registra- 
tion card. These locks can be furnished 
either keyed separately, each lock with a 
different combination; keyed alike, a group 





of locks of the same combination, opened 
with one key or keyed separately and 
mastered, locks with separate combina- 
tions, but opened with a master key. The 
lock comes in three sizes. 





Jim Dandy Blow Torch 


A new automatic alcohol blow torch has 
recently been placed on the market by the 
Lasher-Weeber Co., 92 Beach Street, 
Boston, Mass. This torch, called the “Jim 





Dandy,” is oval in shape and will lie flat 
in a tool kit. It has a new burner head, 





which is claimed will not clog or spit. A 
wooden handle is provided. 

The “Jim Dandy” is made throughom 
of brass; its body of 18-gage seamless 
brass tubing. A cap, secured by a safety 
chain, is provided, which locks on when 
the torch is not in use, preventing evap- 
oration of the fuel. The torch burns for 
two hours without filling and weighs one 
pound. The actual size is 7 by 4% by» 
1% in. 





Olympic Grade Trap Gun 


A durable and plainly finished single 
barrel trap gun is being manufactured by 
the Hunter Arms Co., Inc., Fulton, N. Y. 
It is known as the L. C. Smith Olympic 
grade and has the following specifications 
12 gage; 32 in. barrel; full pistol grip; 
1414 in. stock; weight, 8 lb. A recoil pad 
and front and rear Lyman ivory sights are 
included as standard equipment. The 
frame is neatly engraved with a scroll 
pattern and the stock and forend are of 
selected walnut. 









The Twistar Star Drill 


The Kilborn & Bishop Co., New Haven, 
Conn., makers of Green Line Tools, are 
now manufacturing the Twistar, a helical 
shaped Star Drill. This drill is made 
from alloy steel and is constructed with 





a large clearance angle and the twist fea- 
ture, which aids materially in clearing the 
ground-up material from the tool. 

The Twistar is used whenever brick or 
stone is to be drilled. Made in ten sizes. 
Finished in green lacquer with polished ends. 








Your Customers Deserve the Best There Is 


In Bath Room Fixtures 


When you sell them N99 Bath Room 


Fixtures you can stake your last dollar on 


their complete satisfaction. 


RINGSe SOLID BRASS Bath Room Fixtures 
enhance the attractiveness of a bath room, 
are right up to date in design and give 
everlasting service, because their SOLID 
BRASS body never rusts or corrodes. 


These fixtures are heavily nickeled and 





present a worthy display in your store or 


window. Over 300 patterns. 


Send for latest Catalog. 


AMERICAN RING COMPANY 


Waterbury 


Branch Offices: 
Boston—170 Summer St. 


New York—2 Hudson St. 
San Francisco—116 New Montgomery St. 


Packed 


Connecticut 


Chicago—29 E. Madison St. 





No. 3795 


14 dozen in a box 
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Useful Power Sprayer 


The Electric Sprayit Co., Inc., Detroit, 
Mich., is now manufacturing the “Master 
Model” of The Electric Sprayit. With 
this product, spraying of liquids is made 
easy, quick and effective. It will spray 
any liquid of proper consistency—lacquers, 
wall finishes, paints, bronzes, disinfectants 


and exterminators—making it very useful 
in the home, garage, factory, hospital, etc. 

The “Master Model” is a self-contained 
unit which can be brought where needed 
and is operated from any 110-volt light 
socket. A specially designed fan, driven 
by a high-speed universal electric motor, 
furnishes the required air volume for 
atomizing. Both pint and quart standard 
Mason containers are furnished, which, in 
combination with the jointed feeder tube, 
permit either size to be used. These glass 
containers are easily cleaned. 

The “Master Model” is solidly built and 
attractively finished with nickel plating and 
polished aluminum. 12 ft. of heavy duty 
electrical cord with plug attached is stand- 
ard equipment. 


Bright Colored Gas Ranges 


The Estate Stove Co., Hamilton, Ohio, 
is manufacturing a full line of Estate Gas 
Ranges finished in Jade Green, Mandarin 
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Red and King’s Blue. These colors have 
been selected as the prevailing shades in 
kitchen equipment today and work well 
with practically any color scheme of the 
housewife’s. 





The ranges have smooth rounded corners, 
with all nuts, bolts and hinges concealed. 
Solid color is used on the cooking top, 
front frame and legs, while a novel stencil 
design is used on the doors, splashers and 
other white surfaces. 


New Starrett Catalog No. 24 


The L. S. Starrett Co., Athol, Mass., 
recently issued Catalog No. 24. This new 
catalog covers the complete line of Starrett 
fine mechanical tools, listing, describing 
and illustrating the many products. Many 
new items are listed, and several charts 
of interest to tool dealers have been in- 
cluded. 


The Nesco Rainbow Line 


National Enameling & Stamping Co., 528 
Wisconsin National Bank Building, Mil- 
waukee, Wis., recently placed on the mar- 
ket the Nesco Rainbow Line of japanned 
kitchenware, consisting of 16 different 
numbers, including eight styles of five-piece 








pantry sets. These items are attractively 
finished in red, yellow, green, gray and 
white, making a colorful selection of 
kitchenware. 

The various items, finished in colors in 
the five-piece pantry set, are: containers 
for tea, coffee, sugar, flour and a bread 
box. 





Better Way Display Table 


A combination radio and hardware dis- 
play table is manufactured by the Better 
Way Co., 214 Builders Exchange, St. Paul, 
Minn. The base of the display table is 
composed of wooden sections held snugly 
together by a special tempered, spring. The 
glass dividers are inserted between the 


se S> 
> 
Sete Ss 
eX ss 


SN SESS 
QS 


wood sections and held in place by the 
spring’s tension. To change the sections, a 
special spreader is furnished which counter- 
acts the tension, allowing the glass to be 
taken out and replaced wherever desired. 

The table illustrated is 7 ft. in length. 
The shelf at the rear, which is optional, 
can be used for the larger items which 
cannot be placed in the glass compartments. 


A Milled Claw Nail Hammer 


A nail hammer with milled claws is now 
being offered to the trade by the Evans- 
ville Tool Works, Inc., Evansville, Ind. 
The hammer, made of molybdenum steel, 
has claws which have been milled, making 
it possible to pull the heaviest nail or 
finest brad without developing burrs or 











fins. The curved corner of the claw pre- 
vents marring, as does the chamfered 
edge. The steel, commonly called “Molly 
Steel,” has a toughness and strength which 
is said to outlast a carbon steel hammer. 

The neck has been designed to prevent 
jarring, and the seasoned hickory handle 
is correctly proportioned for an easy grip. 
A wax hole in the end of the handle is 
provided. 

Dealers will be furnished with each or- 
der a quantity of attractive display boxes 
in which these hammers can be effectively 
shown. The box is covered with orange 
glazed paper and has a hinge top which 
opens and shows descriptive printed mat- 
ter on the inside of the cover. 


Reading matter continued on page 124 
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CELOID FINISH and DECAL DISPLAY 
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A New Way 
To Display 
Ayanize 
CELOID and DECALS 














Showing Leaves Open 


Each Leaf finished and decorated 
aupe y Ich Side 













Here is a display with a real sales punch! One that really does something. It displays a typical drop leaf 
table which shows, and immediately conveys, the effects possible with Kyanize Celoid Finish and 
Kyanize Decal Transfers. Three leaves are finished and decorated on both sides, and give a wide variety 
of decorative combinations. 

This forceful display stands 16” high and 15” wide at the base. It tells the whole Kyanize story 
in a novel way and does its own selling. You pay not one penny,—1it is sent to you FREE with a small 
assortment of Kyanize Decal Transfers. Every live, progressive dealer will take advantage of this 
opportunity to increase Kyanize sales. All dealers are backed by Kyanize newspaper and magazine 
advertising. Our latest booklet, ““The Charm of Painted Things’ —a marvelous sales builder—will be 
sent to thousands of people, everywhere, this year. Kyanize advertising 
brings prospects right to your store and this new display sells them. Easy 
sales, quick turnover, repeat business and substantial profits! That, in a 
word, is the opportunity offered. Use the coupon on the next page for 
complete information—no obligation. 





















BOSTON VARNISH COMPANY 
Everett Station 
Boston, Mass., U.S.A. 














You can make your lamp shade 
A battered table given new beauty and new too, in this easy wav—KYANIZI 
life with Celoid—and KY ANIZE Decals— Celoid Finish and KYANIZE 
Cameo design Decais—Cameo design 
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anize 
CELOID FINISH 


The Most Talked of Product 


In the Paint Trade 


hepa CELOID FINISH is in a class by itself. It is a 
high grade, durable enamel finish that dries with a medium 
gloss that is easily kept clean. Has great covering capacity. 
Painters like Celoid Finish because it saves them money. They 
can do a good job with two coats on new work without any 


undercoat and over old paint or varnish one coat is usually 
enough. 

Celoid Finish is particularly recommended for the interior of 
hotels, hospitals, public buildings and private 
homes, and is suitable for painting breakfast 
sets, all kinds of furniture and interior fittings. 

Works easily under the brush, stays put 
and does not sag or show laps, so that 
anyone can do a satisfactory job. 

Handsomedisplay cabinet, gold framed 
sign, attractive color card and window 
display matter, together with our news 
[/ paper and magazine advertising will 
eto FINISH eee «Dring many customers to your store. It 
hme pogo —/ «will pay you to find out about Celoid 
Finish, Decal Transfers and our other 
Kyanize Products. Use the coupon be- 

low today for complete information. 


BOSTON VARNISH COMPANY 
Everett Station 
Boston Mass., U.S.A. 


Show Cards—Free 
Beautifully lithographed—size 15"’x24” 
—a striking display for window or 
counter. 


Striking color panels enclosed in a beautiful gold frame. Durable and washable. Free to K yanize Dealers. 


ee «DEALER'S COUPON - = ee ee ee 


Jam not a Kyanize Agent but I would like your book, “How to Profit With 
Kyanize”, which I understand you will send to me FREE and without 
further obligation if there is now no active Kyanize Agent in my immediate 
locality. 


Dealer’s Town and State 
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Floor Display Stand 

Kyanize Celoid Finish Floor Display 
Stand finished 
in bright gold, 
44” high. Hand- 
some framed 
color panels at 
top. Free with 
special small 
Celoid Finish 
assortment. 







Color 
Cards de 
Luxe 
Striking indesign, 
elaborately printed 
in colors and gold, 
furnished free in 
generous 

quantities. 


aAnILZEe 


VARNISHES & ENAMELS for Floors - Furniture - Woodwork 


Printed in U.S. A. 
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“Throughout. 
the lifeof any structure 


GRIFFIN HINGES 
prove worthy of theim- 
portant part they play 
in daily service + « - 





ERIE, PENNSYLVANIA 
vanch Offices_, 


Boston, 76 Batterymarch. 
San Francisco, 703 Market St. 





























No. 48 improved adjustable ‘‘S” nut wrench 


Positive Grip 


No wrench fits the nut quite so snugly as 
B & C 48. Urge your customer to pack one 
of these reliable adjustable wrenches in his 
tool kit and he'll soon be back wanting to 
buy the remaining sizes. For all around 
dependability and sureness of grip you can’t 
beat a B & C 48. No barked knuckles or 
lost tempers—BUT plenty of profit while 
supplying a full measure of business build- 
ing satisfaction.’ 


Send the coupon for a copy of our catalog 


Bemis & Call Co. 


) 
HO 


Wrenches 


Springfield, Mass. 


BEMIS & CALL COMPANY, 
Springfield, Mass. 






Please send me your catalog and name of your nearest jobber. 
ME eae er he as grate oma om ee abe aes wisi, Veen eehececeeeawe see 
A eee eee ee 
MM aoe oun s EMO Aa te Pe ae Riess 2.0 006s ONGE Hac we etevenehed 4 
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Coming Hardware Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Little Rock, May, 1928. L. P. Biggs, secretary, 
815-816 Southern Trust Building, Little Rock. 


CALIFORNIA RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND ExXuHrBiTION, Roof 
Garden of Hotel Whitcomb, San Francisco, Feb. 15, 16, 
17, 1928. LeRoy Smith, secretary, 112 Market Street, 
San Francisco. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Charleston, S. C., June 5, 6, 7, 1928. Arthur R. 
Craig, secretary-treasurer, 804-806 Commercial Bank 
Building, Charlotte, N. C. 


CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Hotel Bond, Hartford, Feb. 16, 17, 1928. Henry S. 
Hitchcock, secretary, Woodbury. 


Itt1no1Is RetaiL HARDWARE ASSOCIATION CONVEN- 
TION AND ExuHIBITION, Hotel Sherman, Chicago, Feb. 
14, 15, 16, 1928. Leon D. Nish, secretary, 14-16 N. 
Spring Street, Elgin. 





Bigger Profits With This 
NEW Model Super Skate 
Yop, “CHICAGO” 

Roller Shates 


RUBBER TIRES 


A hit! . . . with dealers and the public! New graceful 
lines, new strength, new wider hanger, new high steel 
back, new wider clamps with wedge grip—but the same 
old priee. THE Super roller skate for Boys, Girls and 
Grownups . . . and THE profit-maker for dealers. 


Order from your jobber or write direct. 


No. 181 Super Skate. 
List Price, $4.00. 


Fully protected by patents. 
Beware of infringements. 


CHICAGO ROLLER SKATE CO. 


Established Over 20 Years 


4456 W. Lake Street Chicago, Iil. 











Iowa Retait HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION,.Des Moines, Feb. 14, 15, 16, 17, 
1928. A. R. Sale, secretary-treasurer, Mason City. 


LouIsIANA RetaiL HarpwARE IMPLEMENT Asso- 
CIATION CONVENTION AND EXHIBITION, New Iberia, 
June 4, 5, 6, 1928. S. H. Sale, secretary, Shreveport. 


MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND ExHIBITION, Detroit, Feb. 7, 8, 9, 10, 1928. 
Headquarters, Hotel Statler; Exhibition, Convention 
Hall. A. J. Scott, secretary, Marine City. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Municipal Auditorium, Minneapolis, Feb. 21, 
22, 23, 24, 1928. C. H. Casey, secretary, Nicollet at 
Twenty-fourth Street, Minneapolis. 


MississipPI RETAIL HARDWARE AND IMPLEMENT 
AssocIATION CONVENTION, Edwards Hotel, Jackson, 
June 12, 13, 1928. Guy Nason, secretary, Starkville. 


NATIONAL RETAIL HARDWARE ASSOCIATION CON- 
GRESS, Boston, Mass., June, 1928. H. P. Sheets, secre- 
tary-treasurer, 130 E. Washington St., Indianapolis, Ind. 


STOCK THESE SEBCO 
PRODUCTS 


They are nationally advertised! 
Your trade wants them! 


cd 


DRYVIN: The expansion 
shield you hammer home. 
TAMPIN: Machine bolt 
shield. 

LOXIN: Machine Bolt 
shield. 

SCRUIN: The new type 


lead screw anchor. 


TWIST DRILL POINTS 
The masonry drill you use 
with a hummer 


Send for information 


STAR EXPANSION BOLT CO. 
148 Cedar Street New York City 
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Coming Conventions 


New ENGLAND HarpwarRE DEALERS ASSOCIATION 
CONVENTION AND Exuisition, Mechanics Building. 
Boston, Feb. 20, 21, 22, 1928. George A. Fiel, secre- 
‘ tary, 80 Federal Street, Boston 9, Mass. 


New York State RETAIL HARDWARE ASSOCIATION 
CoNVENTION, Rochester, Feb. 7, 8, 9, 10, 1928. Head- 
quarters, Powers Hotel. Sessions and exhibit will be 
held at Edgerton Park. John B. Foley, secretary, City 
Bank Building, Syracuse. 


North Daxota Retrait HarpWaRE ASSOCIATION 
CONVENTION AND EXHIBITION, Minot, Feb. 15, 16, 17, 
1928. Exhibition at the Parker Auditorium. C. N. 
Barnes, secretary, Grand Forks. 


Oxn10 HarpwarE ASSOCIATION CONVENTION AND 
ExuisiTion, Toledo, Feb. 21, 22, 23, 24, 1928. James 
B. Carson, secretary, 411 Mutual Home Building, 
Dayton. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION CONVENTION AND EXHIBITION, Philadel- 
phia Commercial Museum, Feb. 13, 14, 15, 16, 17, 1928. 
Sharon E. Jones, secretary, Wesley Building, Philadel- 
phia. 


SoutH Dakota Retait HARDWARE ASSOCIATION 
CONVENTION AND ExuisiTIon, Coliseum Building, 
Sioux Falls, Feb. 28-29, March 1, 1928. C. H. Casey 
secretary, Nicollet at 24th Street, Minneapolis, Minn. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition, Atlanta, Ga., 
May 22, 23, 24, 1928. Walter Harlan, secretary, 701 
Grand Theater Building, Atlanta, Ga. 


SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Los Angeles, Feb. 21, 22, 23, 1928. 
H. L. Boyd, secretary, 618 Hellman Bank Bldg., Los 
Angeles. 


VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND ExHIBITON, Jefferson Hotel, Richmond, Feb. 
21, 22, 23, 1928. Thos. B. Howell, secretary, 602 Broad 
Street, Richmond. 


WIsconsiIn RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Auditorium, Milwaukee, Feb. 
7, 8,9, 10, 1928. P. J. Jacobs, Secretary, Stevens Point. 

















(STEEL) 
MEASURING TAPE 


covers a larger field for 
measuring tapes and can 
be sold with less effort and 
at a greater profit than 
tapes not possessing its 
unusual features. 








KEUFFEL & ESSER Co. - 
eiheinm cies ‘Soliant  thmnakls 
Desring Material: Mel “> sS ng inst ts Me rd Lopes 
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fits any size register. 





Because of the “Gem’s’ 
easily adjustable fea- 
ture, you can assure your customers that it 
Floor Shield retails 
at $1.50; Wall Shield at 75c. 


“GEM” apsustasie 
C—— REGISTER 
SHIELDS 















Leather Bound 
12” to 24” long 


= 


LENDZION LEATHER Goons Co., 


\ A Steady Seller 


This roomy tool 
bag is built to last. 
Made of No. 6 
White Duck Can- 
vas securely bound 
with serviceable 
shoe leather. Lock- 
stitched. Sells 
readily to me- 
chanics and line- 
men. Also Masons’ 
and Electricians’ 
Tool Bags, and 
Plumbers’ Tool 
Rolls and Golf 
Bags. 

Write for Folder. 


1847 Ashland Ave. 
Chicago, Ill. 














Conductor Hooks, Etc. 


Illustrated 


Catalogue sent free 
showing full lines of 
Hooks and Hangers 


Manufactured by 
L. D. Berger Co. 
59 N. Second St. 
Philadelphia, 


Pa. 















1602 University Avenue 








Spring! 


Get ready for spring 
shoppers. Draw them 
into your store with 
snappy signs and show 


cards, 


Any clerk 
can make them 


* with a NA- 


TIONAL. 
Send for 
folder. It tells 
all. 


NATIONAL SIGN STENCIL COMPANY 
Mfrs. of THE NATIONAL SHOW CARD WRITER 


St. Paul, Minn. 








Production vs. Distribution 


(Continued from page 81) 


In one sense this was true; he had forgotten the files 
at this price. But this retail dealer knew very well that, 
as a matter of fact, he had bought only the second-grade 
files at the discount; he understood the substitution 
perfectly. However, he grasped the opportunity to use 
this price on his friend—the salesman. No doubt he 
thought to himself that he was not just a plain liar and 
that he was justified in trying this game on this sales- 
man. Possibly he thought it was up to the salesman if 
he did not wish to meet the price to decline to do so. 
In other words, let salesmen take care of themselves. 
You cannot expect a retail dealer not to use his arts on 
the bunch of salesmen who come selling him goods. 
Now, this house filled this order for the salesman at the 
price he quoted the files. They took their medicine. I 
am informed, however, that they billed the goods at the 
regular price and sent a credit memorandum for the 
difference. They felt, and their salesman feels, and I feel 
that the credit showed the price the retail merchant 
set upon the value of his character for truth and veracity. 


x *” * 


What is the object of this article? It is simply that 
in this era of “profitless prosperity” it is up to executives, 
sales managers and salesmen not to lose their nerve; 
not to get excited; and above all things, not to cut 
prices without a very thorough and careful investigation. 
Do not think that just because a buyer passes you that 
he can do better. The business in some lines, just now, 
is not any too good. Buyers are not ina hurry. Merely 
the fact that a buyer passes you on a line of goods that 
he bought from you last year is not a good reason to be- 
lieve that this buyer has a lower price. 


* * * 


Now, this article is written from the point of view 
of the sales manager. It applies just as well to retail 
selling. Let me repeat that I do not blame any buyer 
for using all honest, legitimate means of buying goods 
as cheaply as he can. But in a period like this a knowl- 
edge of human nature leads us to believe that buyers 
ate not quite as ethicaJ as they are in other periods, when 
the problem is not as much buying goods at lower prices 
as it is to get goods. Of course, we all know that the 
principles of a buyer should be fixed. We even might ex- 
pect more of a buyer in the way of principles than we 
would of a salesman ; but in times like these, in a market 
that might be called a “BUYERS’ MARKET,” it is 
not caveat emptor—let the buyer beware—but “let the 
salesman beware.” 

* * * 


There is just another thought for the consideration of 
salesmen and sales managers at this time. If you are 
making a net profit of five per cent on your goods (I 
am referring to your net and not your gross profit), 
and if you cut your fixed prices two and ofie-half per 
cent, you are cutting your net profits in half—in other 
words, by making a cut of two and one-half per cent 
on the selling price, you are making a cut in net profits 
of fifty per cent. These little extra one’s and two’s and 
five’s look very innocent, but at the end of the year, 
when inventory is taken and the results of the business 
are summed up, they are found to be exceedingly im- 
portant in the net results. 
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Sell the Kiddies on Yourself 


(Continued from page 79) 


toys all the time. We do the next best thing and give 
them some attention and reasonably prominent, perma- 
nent display space. Electric train sets in motion are 
sure to bring actual sales quickly. If there is room to 
set up a set with tunnels, mountains, switches, stations 
and the other miniature reproductions, giving the dis- 
play realistic atmosphere, you can draw a crowd to your 
window or to the display in your store. Games, construc- 
tion toys, toy pianos, juvenile furniture, dolls and doll 
carriages have an all-year appeal. There are always 
birthdays and in the raw months of late winter and early 
spring there is an indoors period which should be good 
for the toy business, particularly in the northern half of 
the country where it is more stormy. An advertisement 
suggesting that toys would help keep the shut-in young- 
ster happy would appeal to all parents. They would 
appreciate the suggestion of toys at this time, for toys 
would help relieve the tension of keeping healthy young- 
sters indoors. 

“Wheel goods from a roller skate to a bicycle will 
sell all the time, if displayed in such a way that the child 
may try any item. A little extra space will prove a won- 
derful sales stimulator for all kinds of wheel goods. 
Give a child the facilities for running a few feet on a 
scooter, kiddie kar, coaster wagon or three-wheel veloci- 
pede and your sale is nearly made. Try and get that 
child off the vehicle and then try to get him away from 
it without the parent making the purchase or at least 
promising to do so, and you will find that these promises 
must include an element of time not too far distant. 
You are safe to take the name and address and offer 
delivery ; the sale is yours.” 

When we visited Waycross recently one of the Harley 
windows was filled with toys. The sidewalk entrance 
was flanked with wheel goods and along the curbstone 
was another flock of juvenile vehicles. There were 
frequent sales made out front on the sidewalk, where 
all number were clearly price marked. Sidewalk dis- 
plays are not permitted in all cities. The police of some 
towns maintain that such practice clutters the sidewalk 
and impedes traffic. No question about the outside dis- 
play of Harley’s vehicles did impede traffic, particularly 
that traffic which included the youngsters. They simply 
would not keep moving, and when children get inter- 
ested they become insistent—then it is time to get out the 
sales book. 


What College Costs 


HAT should it cost you to send your boy or your 
girl to college? 

In response to a questionnaire which Mr. Bigelow, 
editor of Good Housekeeping, sent to more than six 
hundred colleges and universities throughout the country 
he received more than five hundred replies. 

Average cost of education was a little less than eight 
hundred dollars per year for any other than a very few 
of the great universities and those colleges located in 
metropolitan centers where living is especially high. 

In colleges not widely known, but locally important 
the figures show approximately : 


Ee $750 Middle West...... $675 
WEE ssa ceesener's oe Ee ee 625 
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HOLLANDS 


VISES and PIPE TOOLS 





Not the ordinary type or quality but a line 
of individuality and merit that means satis- 
fied customers and increased volume of 
business. 


Send for Catalog and Discounts. 





Hollands Manufacturing Co. 


ERIE, Established 1887 PA., U. S. A. 

















POULTRY NETTING 


Galvanized Before and Galvanized c/fter Weaving? 
ne 


{id== 
s4qcqco008 


’ GALVANIZED STEEL WIRE Cioran * 
IncAll Grades 


errr 


Look for the tag, carrying our name, at the end of every roll! 


CA 
= The Gilbert & Bennett Mfg. Co. 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn Chicage Kenees City, > 
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SPRUCE LADDERS 


Order for Spring We Pay the Freight 
LADDERS AT ATTRACTIVE PRICES 
Write for Our Booklet and Latest Prices 


Prompt Shipment 


W. W. BABCOCK CO., Bath, N. Y. 


: 
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Taper Close Top Fruit Single 4 
Single Fruit r ’ a Electri 
ectric 


The Hardware Store ? 
Is the Hunter’s Arsenal Pa 


Will He Find YOUR ‘ah 
Products There? 


Guns, ammunition, hunting knives, hunters 
clothing and all the incidentals that appeal td 
the hunter are sold by hardware dealers 
throughout the country. These dealers keep 
in touch with the manufacturers by reading 
the advertising addressed to them in their 
business paper—HARDWARE AGE. 


Tell the hardware dealer about your product 
in the same manner and put yourself on an 
equal footing with your competitors. 


’ 
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Q 
BRIDGEPORT, CONN. 


WOOD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 





THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
G. M. Baird & Co., Memphis, Tenn. 








ustomers ask for COES 
Wrenches by name. 
They are well known 
everywhere. 


ur reputation for build- 
O ing good wrenches has 
stood unchanged for 87 

years. 


very size from 6” x 21”, 
either wood or steel han- 


dles, is a ready seller. 








Order them from any 


S tocks should be kept up. 
good jobber. 








COES WRENCH CO. 
“In Business Since 1841” 


Worcester Mass. 


SELLING AGENTS 
pe sg ge: ee 253 Broadway, New York 


JOHN H. GRAHAM & CO...113 Chambers Street, New York 
61 Shoe Lane, London, E.C. 


FENWICK FRERES........ 8 Rue de Rocroy, Paris, France 




















Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


CONTENTS 

Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c, 10c and 25c —- Stores carrying hardware in the 
United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Gocds Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 

Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail —— work and also a 
helpful guide for salesmen’s calls. ery sales manager should 
have one on his desk, and every salesman cOuld profitably carry 
a copy in his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and these 
all appear in the current Eighth Edition. 


Hardware Wholesalers find Vertfied LAst of great value in 
“ohecking” their retail prospect records. 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 








And at Very Moderate Cost 


























Bearings for 
Every Purpose 





‘“Commercial’” Annular Ball 
Bearings are used in hundreds 
of different products—anything from 
a kiddie-car to a huge machine. 
“Commercial” bearings are built with 
great care and unusual precision. 
They have the famous three-point 
contact which permits a larger num- 
ber of balls. Speeds up to 2500 
R.P.M. These bearings are strong 
and sturdy and easily withstand both 
radial and thrust in either direction. 
Let us tell you more about them. 
Send for Illustrated Catalog, 
Discount Sheets and Samples 


THE SCHATZ MANUFACTURING CO. 
Poughkeepsie, New York 
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Personal Service in Big Business 


Two big plants, one in Cleveland 
and one in Chicago, assures 
prompt service to all sections 
of the country. 


The Foster Bolt & Nut Mfg. Company 


CLEVELAND CHICAGO 
Union Ave. and E. 72nd St. 6240 te 6205 West 68th St 
Telephone Greadway 840 Telephone Hemlock 4484 








Style B 


CAROLUS CUTTERS 


The Style B is the regular Bolt Cutter with the added 
End Cut making a 2 in 1 Tool. Carolus also offers Style N, 
Straight and End Cut with Nut Splitter. Steel Plates hold 
— rigid. Made in SIX SIZES and THREE STYLES. 

uy the Best. These Tools are Time Savers. 

If your jobber cannot supply you, write us direct for Litera- 
ture and Prices. 


CAROLUS MEG. CO. Sterling, Ill. 
Sales Representatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 


























Your customers will read 


two of the most important advertisements on Vollrath 
Enameled Ware that were ever published, in Good House- 
keeping for February and The Ladies’ Home Journal for 
March. Be sure that you read them, too, and be prepared 
to answer customers’ questions! THE VOLLRATH 
COMPANY, Established 1874, Sheboygan, Wisconsin. 








TEN Big Displays 


for Ten. Big Lines 


MILLERS FALLS 
DISPLAYS are 
selling more tools 
for aggressive mer- 
chants all over the 
world. 

Write for particulars 





LEVEL DISPLAY No. 900 
Electric Drills Braces ~~ Screw Drivers fasomatie Tools 


Hack Saw Blade er Bits Saw Frame 
Levels Hand wit Breast Drills Mitre Boxes 


Millers Falls Company “™ 38S FALLS, 











PRODUCTS 


“Buffalo” Quality Standard Hardware 
Grade and “Buffalo” Special Hardware 
Grade are backed by 58 years’ experience 
in wire manufacturing. They give the kind 
of service to your customers that means 
more sales to you. Write for Catalog 8-A-B. 


BUFFALO WIRE WORKS CO., Inc. 
(Formerly Scheeler’s Sons) Est. 1869 
518 Terrace Buffalo, N. Y. 
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A National Selling 


Force for Your 


Sporting Goods 


Hardware Age is read by the 
hardware jobbers, their livest 
salesmen and by the best hard- 
ware dealers and jobbers in 6059 
towns and cities. 


Regular selling messages in the 
Sporting Goods Issues of Hard- 
ware Age will help you gain co- 
operation in selling your sporting 
goods from a body of merchants © 
of country-wide location and 
highly developed selling power. 


Hardware Age 


239 W. 39th St., New York, N. Y. 
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WHEN CUSTOMERS 


BUY 
ATLAS TACKS 
€. SMALL NAILS 


THEY REMEMBER 
WHERE THEY BOUGHT 
THEM~~~-~-~ EVERY 
TIME THEY USE THEM 





ATLAS TACK CORPORATION 
Fairhaven, Mess., and St. Louis, Mo. 

















COLORS 


on the 


1928 


TAPLIN 


Ege Beaters 


Are the handsomest of 
the prevailing popular 
shades of Red, Blue, 
Green and Yellow, in 
addition to White. 


NEW BEATERS 
NEW FEATURES 


Beater and Bowl Sets, Can 
Openers, Cake Turners, 
Betty Taplin Toys. 





The Taplin Mfg. Co. 


New Britain, Conn. 
























AS ° f*Y\) 
0S CSCS Coos 
ww. N 








We Give an Absolute Two-Year Guarantee 
Covering This Check 
Illustration shows CHECK with HOLDER ARM; can be sup- 
plied with REGULAR ARM. 


Operates RIGHT or LEFT-HAND doors without any change 
in the mechanism. 


Circular upon request. 


THE OSCAR C. RIXSON CO. 


4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 10! PARK AVE., N. Y. 














No. 17 
On Sides 





Something NEW in Display 
SALES TABLES 


Just as Heller designers developed the Display Wall Cabinet to 
the last degree, they now offer the ultimate in sales tables. One 
glance at the illustration is all the keen hardware man needs to 
see how he can use them in his own store—a battery of tables 
ideal for use along main line of traffic, taking full advantage of 
valuable space too often wasted. There is over 108 sq. ft. display 
space on this group of 4 tables besides plenty of storage space. 
See them at the Hardware Conventions in Indianapolis, Detroit, 


Philadelphia and Toledo. 


HELLER 


Business Building Store Fixtures 
Check the items you are interested W. C. HELLER & CO. 


in, tear out this ad and mail it 

a Display C) Pennsylvania 700 Bryant St., Montpelier, Ohio 
ea G —s Rack 20 Vesey St., Suite 500, 

0 Nail Counters Wail A. i New York City 

2-9-28 55-A 


Write name and address in margin below. 


me MEF OBR ET 
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a... YOUR CUSTOMERS 


to use more Hercules Steam- distilled 
Wood Turpentine and less oil for good 
paint jobs in cold weather. 


HERCULES POWDER COMPANY 
UNCORPORATED) 
956 Market Street 


"| REAL METAL Solder 
“| in Paste Form— a 
i Packed in 
| Collapsible 
Greatest Soldering Convenience 


Ever Invented. 
Every Electrical Connection 


orIntricate Job Needs ~ ie 


SOLDERALL. 











lof 


The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warchouses—New York, Chicago, Philadelphia 
Western Factory-—Ddyton, Ohio 











Ya Russell Jennin ngs I Mfg Co. 








= Wire Products 


for every need 
Nails of all kinds, Staples, 
Cambria Fence, Barbless, 
Twisted and Barbed Wire, 
Processed Wire, Bright and 
Galvanized Wire, Wire Rods, 
and Steel Fence Posts to 
standard or special analysis. 


BETHLEHEM STEEL COMPANY 
General Offices: BETHLEHEM, 














|BETHLEHEM 


NANNING 





The reputation of 
Brown £3 SHARPE 


TOoLS 


for Accuracy and Reliability 
ebatelm eats oe! 
aready market wherever 
metal is used 








oe 1 
. 


tj Satisfied 
Za Customers 


Profitable ‘ 
Sales 


Chester, 21-132 


The imposing nation -wide list of jobbers handling A-P 
lines is staunch proof of the fact that Allith-Prouty leads 
in Garage Door Hardware, Door Hangers, Overhead Car- 
riers, Fire Door Hardware, Rolling Ladders, Spring Hinges. 


Keep an A-P catalog hand It will help close 


many money-making hardv jobs. Write — 
your copy today and name of. wena A-P jobber. 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 





There’s a Mine 
of Information 


vitally-important facts, live mer- 
chandising ideas and sales-produc- 
ing methods in HARDWARE AGE 
each week. Make it a habit to read 
your business paper regularly and 
thoroughly. 
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MANUFACTURERS OF 





FAST SELLING TIPS FOR ALL PURPOSES 
370 ATLANTIC AVE., 





THE ELASTIC TIP COMPANY 
RUBBER GOODS AND SPECIALTIES 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 


2 


BOSTON, MASS. 
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Instantly popu- 
lar—the fastest, 
universally use- 
ful wrench for 
the motorist. 
Keystone qual- 
ity. List price 
$2.00. 





Ne. 555 Keystone See-Kit 














Belt Punches Arch Punches 
ge Spring Punches Revolving Punches 
Buffalo, N. Y. A varied and attractive line for the Hardware Trade. Also: 
eee ee Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
ls. 
Sales Agent The above tools will please your customers, as well as our 
% Surpless, famous Round and Oval Punches. 
Dunn & Co., Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
& New York, finest quality of materials. 
a « Chicago We stand back of every tool we make. Try us. 
Write for Catalog. 
% C. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 





Osborne High Grade Punches 

















ae 
4 oN 
(r & 


TRADE-MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


NY.) 5 On OO): 20) 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 
Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS +» COTTON TWINES 

















**Yankee”’ Head Drill Demonstrator 


Lets customer operate these two interesting “Yankee” Hand Drills for 
himself, as in use. Shows him how Ratchet Movements on No. 
1530 and two speeds on No. 1435 will solve his drilling prob- 
lems. Hand Drills can be sold to Electricians, Motorists, Metal 
Workers, Carpenters and Householders. They interest men 
of every calling and profession—also boys. 


The Market Is Growing Fast 


This Demonstrator on your counter starts them buying. 

It is FREE with your order for four Drills. 

The quantity of drills has been kept down to an absolute 
minimum, 

Most representative jobbers have stock and can ship at 
once. An order now will bring you an immediate increase 
in your drill business. 


NORTH BROS. MFG. CO., Philadelphia 















Drills 
cannot be 
removed by 
customer. 


NEW 

Two speeds and lock. Slow speed 
back geared, giving greater power. 
Three jaw chuck for round shank 
drills. Capacity %”. 


‘dail 


a4 
e728) __ 


“YANKEE N@ 1550 





Famous Double Ratchet for con- 
tinuous drilling in close quarters. 
Five adjustments—one_ speed. 
Three jaw chuck for round shank 
drills. Capacity 4”. 

















Sac 
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Classified Opportunities 








Classified Advertising Rates 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


Positions Wanted Advertisements 
bitineins uae booed $5.00 50% off rates quoted 
os vsceccovces 4.00 Address your advertisements and replies to 


Opportunity Exchange Section ee ee eee Ore TT 


q 





Hardware Age, Classified Oppor- 





Set Solid, Minimum of 5 lines... .$3.00 
Each additional line....... tose. aa 
All Capitals, Minimum of 5 lines.. 4.00 
additional line........... 40 





Allow One Line for Keyed Address 
Samples of merchandise, literature, ey etc., 





s 


Discounts for Classified Advertising 
4 insertions, 10% off; 8 insertions, 15% 
Average 10 words to a line off 

Remittance Must Accompany Order 


‘4 
to box numbers. qY 


tunities, 239 West 39th St., New 
York City 


Harpware Ace is published each Thursday. 


Forms close Nine Days previous to date of 
publication. 


more than ordinary reforwarding postage should not 

















BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





Erie, Pa. LOCATION ‘nn oe sel nee Rab 
Population 144,000 iversi ndustries 
ve 21 YEAR LEASE 
Building in perfect condition with 40’ frontage, depth 120’. Four floors 
and excellent sales basement. . Located between Erie’s two largest depart- 
ment stores. Terms on application. , 
P. C. Cunningham 


1122 Erie Trust Bldg., Erie, Pa. 





VALUABLE INVENTION—HAVE PRACTICAL CHEAP can-opener, 
patented in U. S., Canada and foreign countries. Want reliable agent to 
interest manufacturers. Don’t apply without giving reliable references 
and facts showing ability and opportunity to connect with manufacturers. 
Best references will be given. Address Box H-816, care of Hanpware Acz, 
239 W. 39th St., New York: 





IT WILL PAY YOU to investigate; we offer Financial Aid and Free 
Sites to industries locating in Newton Falls. Three railroads, electric 
freight service, main highways for trucking, the best supply of water in 
Mahoning Valley, right in the heart of the greatest industrial center in the 
world. NEWTON FALLS BOARD OF TRADE. Newton Falls, Ohio. 





HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK STATE 
MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTBED 
FOR TEN TIMBS THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 


Remington Building 


113 W. 42nd Street Bryant 7374-5-6 











Group of hardware retailers located in middle western city desires 
manufacturing connections in various lines for collective buying. Are 
incorporated and financially responsible. For further details address Box 
7259-A, care of Harpware Ace, Otis Bldg., Chicago. 





A 25 year established Hardware Store located in Connecticut. Stock 
consists of Tools, Builders’ Hardware, Auto Accessories and Housefurnish- 
ings, location 100%, population 11,000, rent $300.00 per month, will sell 
at a low price, other business. Address Box H-843, care of Harpware AcE, 
New York. 





Will buy % or whole interest in retail hardware store, preferably out- 
side New. York City. Pay up to $10,000.00 Cash. Address Box H-844, 
care of Harpware Ace, New York. 





Young man thirty-three years of age, married, technical engineering 
education, twenty years experience in radio, four years of which have been 
in manufacturing well known radio. Ten years experience in hardware 
business, one year purchasing officer Hardware Division, General Engi- 
neering Depot, Washington. Nine years buyer-manager of C+1 Hardware 
Concern, have chance of father’s business—but due to conditions arising 
with silent partner’s half, must consider own future. Can sell—manage— 
build good will. Have good address, appearance and habits—if you want 
a man who realizes—courtesy—promptness—initiative—mean something— 
I can be of service. Your proposition must show a future—I must con- 
vince you my services will make you money—Radio industry—or Hard- 
ware preferred—references given—particularly interested in east or far 
ee - go anywhere. Address Box H-848, care of Harpware AcE, 
NeW ork, 





HELP WANTED 


WANTED—Experienced price clerk for establishment selling builders’ 
hardware, mill and contractors’ supplies. Must be oe ae 9 familiar 
with costs. State age, experience and salary expected. ddress Box 
7263-A, care of Harpware Ace, Otis Building, Chicago, Ill. 








A young well rated manufacturing company located in St. Louis, Mo., 
is seeking the services of a proven high class executive with sales ability 
who is capable of taking entire charge of organization with ultimate view 
of becoming part or all owner, Sasoleins of hardware and specialty prod- 
ucts preferred. Address Box H-845, care of HArpware Ace, New York. 


Hardware Man—12 years retail’ experience, knowledge shelf and builders’ 
hardware, fools, paints, plumbing and electrical supplies, desires permanent 
connection “with opportunity for advancement. Can take complete charge 
of builders’ hardware department, blue prints, specifications, etc. Married 
and reference. Address Box H-815, care of Harpware Ace, New York. 





Hardware man with twelve years in better class of retail stores as 
well as road work with one of the leading jobbers would like permanent 
connection, either retail or road work, best of references, married, age 33, 
Address Box H-836, care of Harpware Ace, New York. 


SALES ACCOUNTS WANTED 








WANTED—Builders’ hardware estimator;, one who can handle sub- 
stantial sized contracts and get results. State age, ———— and salary 
creed. — Box 7262-A, care of Harpware Ace, Otis Building, 

icago, Ill. 


FOREMAN WHO IS THOROUGHLY EXPERIENCED in manufac- 
turing all kinds of wrenches. Give detailed particulars. Lakeside Forge 
Co., 3419 Melvale Street, Philadelphia, Pa. 


POSITIONS WANTED 


High class tool and cutlery man with 20 years’ general hardware ex- 
perience well versed in modern merchandising and display desires con- 
nection with retail hardware firm middle Atlantic or adjoinin 
states preferred, available immediately. Address Box H-840, care o 
Harpware Ace, New York City. 














— 
MANUFACTURERS’ AGENT 


Retired manufacturer of machine tools and hardware 
equipment wishes to represent reputable manufacturer in 
the New York market. Has wide acquaintance with trade. 
Address Box H-849, care of Hardware Age, New York 














WANTED TO MANUFACTURE—Small articles of special merit on a 
royalty basis by compony having a general sales organization. Will also 
consider a proposition of selling short line for manufacturer’s account or 
will buy and sell for own account. Only small items of merit will be 
considered. Address Box H-842, care of Harpware.Ace, New York. 





Hardware man with 18 years of experience in General Hardware, Sport- 
ing Goods, and household appliances, capable of store management, adver- 
tising and window trimming. Can furnish good reference. Address Box 
H-846, care of Harpware Ace, New York. 








_ MANUFACTURERS’ AGENT CALLING ON MANUFACTURERS, 
jobbers, department stores and dealers in Boston and surrounding cities 
desires another sales item. Can furnish car and finest references. 
Address Box H-832, care of Harpwarz Ace, New York City. 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 








MANUFACTURERS’ REPRESENTATIVES 


Open for two additional hardware lines. In business 
this territory six years representing manufacturers. Head- 
quarters, St. Louis, Mo. Address Box H-835, care of 
HARDWARE AGE, New York. 














WITH HARDWARE EXPERIENCE PREFERRED, 
but not essential, to take over established trade in Ohio and West Virginia 
with line of leather specialties. Commission basis. Drawing account to 
man who can furnish satisfactory references and sales record. Box 955, 


Philadelphia, Pa. 


SALESMAN, 





WANTED—ONE MAN IN EACH of the following cities: Cleveland, 
Chicago, Milwaukee, and Detroit, to sell Tuck’s line of screw drivers, 
nail sets, chisels, etc., to the jobbing and retail trade. Commission basis, 
References required. TUCK MFG. CO., Brockton, Mass. 





COMMISSION SALESMAN IN EVERY STATE for manufacturer 
of new California Grass Shear Attachment, with three foot handles, steel 
reinforced, simple, practical, laquered green and black, attaches to any 
shear in a minute, retails 75 cents. Liberal commission, answer today, 
state lines you handle and territory. M. H. Sterling, 4474 41st Street, 
San Diego, California. 








Salesman for Michigan, Ohio, Indiana, Kentucky, West Virginia, call- 
ing on Department, House Furnishing, and Hardware trade, to sell Bird 
Cages on commission from catalog, for manufacturers esta ablished 1863. 
O. LINDEMANN & CO., 35-37 Wooster Street, New York, N. Y. 

Thoroughly reliable side-line salesman or sales agency to sell Lawn 
Grass on commission to hardware stores. Write fully, Box H-847, care of 


HaArpware AGE, New York. 





manufacturing 


SALESMAN WANTED—By nationally known cutlery 
with a prover 


concern; a salesman with thorough knowledge of cutlery, 
record of ability to handle jobbing and big retail trade, 35 to 45 years 
old. jive complete information regarding age, nationality, record of 
past employment. Address Box H-834, care of HArpwArE Ace, New York. 





WANTED—Hardware and Sporting Goods salesmen of mechanical 
ability to call on retail trade in eastern territory. Leading line Gasoline 
Pressure Stoves, Camp Stoves, Water Heaters, Radiant Heaters, Lamps 
and Lanterns. Must give Bond and drive own car. Address Box H-784, 
care of Harpware AcE, New York City. 





MANUFACTURERS of full line of Enamels, Polishes, and Cleaners 
want local representatives in all important cities, to call on Hardware and 
Automobile trade. State experience, lines handled, and territory covered. 
VELVET SPECIALTY CO., INC., 2214 Livernois Avenue, Detroit, Mich. 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Ace, New York. 








ware Age. 


Do YOU Want a Good Position? 


Right now you may be looking for a good position as Manager, Assistant, 
or Salesman with some responsible Hardware company. 

And right now some one may be looking for you. 

The best meeting place is in the Classified Opportunities Section of Hard- 


Fifty words at a cost of a dollar and a half will put you on the right road, 
in the right paper, for the right position, with the right Hardware concern. 


Send your ad to 


Classified Opportunities Dept. 
HARDWARE AGE, 239 W. 39th St., New York 











Looking for a Hardware Store? 


The place to find one is in the “Classified 
Opportunities Section” of this paper. 

By watching the pin Ng Mg ‘ll be 
reasonably sure to secure a busi- 
ness at a fair price, or better oo. t the trade 
know the kind of a store you are looking for. 


Plain or enameled 


STRATTON = ™**.".ser 
HANDLES 


Pe ee es oe Blectrical Goeeds, Bic. 
Enemeling, beth baked ond oie dried. 


STRATTON MFG. CO. Stratton, Maine 








ARMSTRONG 
BROS. 





Sell 
PIPE CUTTERS 
of Quality! 


Good mechanics prefer them for maximum 
satisfaction. Write for new Catalog. 


ARMSTRONG BROS. TOOL CO. 
314 N. Francisco Ave., Chicago, U.S.A. 














Tungsten Lamps is shown by 20,000 re- 
tailers and 500 jobbers who sell them. 
Consolidated ee 

Lamp C 
140 Maple St., Den vee, Mass. 
“Licensed under the General Electric 
Company's Incandescent Lamp Patents.’’ 


Confidence in Slangin, Brand 
Loris 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is published as 





& i and not as a part of the advertising contract. very care will be taken to index correctly. 
No allowances will be insert. 
































A Bowen Products Co..........- — | De Laval Separator Co........ — | Green-Case, Inc. ........e000- _ 
Boyer Chemical Laboratory Co., Detroit Torch & Mfg. Co...... — | Greene, Tweed & Co......... :_- 
Ace Hdwe. Mfg. Corp.......-. we TE, sbyesestb $0 ctasevevese — | Detroit White Lead Works.... 1 | Greenfield Tap & Die Corp.... — 
hia ie __ | Brack Bifg. Co. L. S......05 132 | Devoe & Raynolds Co., Inc.... — Greenlee ee at ree — 
Adjustable Clamp Co.......... a Brainerd ree — Dexter EIS, Perera vias: Griffin Mfg. Co.. Sees tsa Shes 123 
Ajax Electric Specialty Co..... = Bridgeport Betew Cos. soccscas 129 Diamond Calkk & Horseshoe Co. — Grigsby-Grunow-Hinds Ce aces 
EEE aa ees __ | Bright Star Battery Co....... - Diamond Saw & Stamping Co.. — | Griswold Mfg. Co. ........... -- 
Siete Set Go, .......... | Pen Ga. Cee cctesee —_ Diener Mfg. Co., Geo. W...... 133 
Alexander Hamilton Institute... — | Brown Fence & Mfg. Co, H. L. — Dierks Lumber & Coal Co.... 57 H 
Allen Manufacturing Co....... _.| Brown & Sharpe Mfg. Co..... 132 Dietz Co., R. E.. Maer Saini Piswe Mars - 
Alliance Toy & Specialty Co... — I TODS 5.50 0.ks ws'ose cts ~= Display Material Co. ......... —_ fp 50 
Allith Prouty Co. ............ 132 Buckeye Alum. EE Chesca ors so — Disston & Sons, Inc., Henry... 5 lie te Wi, We oss .5si.. 131 
ee a RG ey ee a __ | Buffalo Wire Works Co., Inc... 130 Divine, Dwight & Sons, Inc.... — nid mh... iy 
q ms h . 118 
ge a a ee — en ge mye Co... .+++04-. sane repro — it Hercules Powder Co.......... 132 
Aluminum Cooking Utensil Co. . we | PUTKE LIOIT WO. eee eee eeeeeence — log ANC. ww eee om Herschel Mfg. Co., R de bees at 
cei ake. aes Siainaiterkes Burnley Battery & Mfg. Co.... — | Donley Mfg. Co., The beaeerse ~~] mt Bee On, BM. Menccccss =< 
OO Sacra rae _. F Burns Mig: Co. 0006. 0ss0000 — | Double Action Electric Co..... — | Hitlerich & Bradéiy Co......: ay 
Ateelines Peclects Co. ...... aa AS eee an eS eigen . 
Aluminum Ware Association.... — Duluth Show Case Co........ SD | eer rere _ 
American Brass Co............ 55 c Dupont de Nenpurs & Ca. Hollands Mig. Co............ 127 
Amestenn- Chain Co. .......... ne ps eS te wey ere eee 44-45 ee Re ks eee en oh SS 
American Flyer Mfg. Co...... — | Cable Supply Co. ............ — Hoppe, Inc., Frank A........ — 
American Fork & Hoe Co...... — | Caldwell Mfg. Co. ........... — eee _ 
American Gas Machine Co..... 54 | Carborundum Co. ............. — E ee ee ear Po 
American Handle Co. ........ —~ i Casomes Dity. Co. ........... 130 Huenfeld Co., E. H.......... -- 
American National Co. ........ — | Casement Hardware Co. ...... — lo er an — | Hunt & Sons, William........ —_ 
American Radiator Co. ........ — | Chain Products Co. .......... — | Facle-Picher te es ae ee 69 
American Ring Co. .......... 119 | Challenge Refrigerator Co...... -- ost Tool sae ee _ | Hunt, Helm, Ferris eee 3 
American Saw & Mfg. Co...... — | Chamberlain Co. ............. —| Eaton Bumper & Spring Ser- Hurley Machine Co........... _ 
American Screw Co. ......... — | Chamberlain-Haber Chemical Co. — EG Us ERs nc cneckewes — | Hygrade Lamp Co............ — 
American Shearer Mfg. Co.... — | Cheney & Sons, S. ........... — | Eberhard Mfg. Co. .......... _ 
American Sheet & Tin Plate Co. 68 | Chevrolet Motor Co. .......... — | Economy Plumber Co. ........ “= 1 
American Steel & Wire Co..... 69 | Chicago Flexible Shaft Co..... — | Edison Lamp Works of Gen- 
American Stove Co, ......... 14-15 | Chicago Roller Skate Co...... 124 eral Elec. Co. ss eee eeeeeeee — | Imperial Bit & Snap Co....... ae 
Americen Telephone & Telegraph = Chicago Solder Co. .......... — | Elastic Tip Co....... ie tl ea te a.......... ab 
fcarinas’ Wes Ssies Corp... —ememen ee ca. | State Sime On. ..p.-----. 3637 | San a EEG 
‘Ames Shovel & Tool Co ‘+ ~~] Churchill Mfg. Co. ........... Seite Sus Woda... ““ | Indiana Steel & Wire Co...... 7 
Anchor Post Fence Co........ _ re er? ely Ge, Whe.is.iss..00- nes meee em mere? 94° a 
Anti-Borax Compound Co eee — EE Es TPs» - 2+ +0 i is sagt gh Sp ic ani tk International Silver Co........ — 
: peties Cleveland Stone Co., The...... — Interstate Electric Co......... = 
Anylite Elec. Co. se eeeeeerees — | Cleveland Twist Drill Co...... -- Irwin Auger Bit Co.......... 10 
Apex Stamping Co. .......... — | Cleveland Wire Spring Co...... — F eee Ose Bee its ees £. 
rot le as 4 mano te Coates Clipper & Mfg. Co...... Ives Manufacturing Co....... ae 
ais om. w? [Coes Wrench Co. ..........-- 129] F & N. Lawn Mower Co., The — | Ives Mfg. Co., W. A.......... oe 
ee eee nese Coldwell Lawn Mower Co..... — | Fansteel Products Co., Inc..... <= i Reyes DIOS: osiccsesscovsgs -e 
eed ne Eiherne= sess ~~ | Columbia Tire & Nubber Co.... — | Fate-Root-Heath Co. .........- -— 
2-3 wlth age quella 7 | Columbian Enam. & Stpg. Co.. 48 | Faultless Caster Co...........- -- 
mites BOs, EB. C.....ccsece 74 : 
4 Columbian Rope Co. ......... — | Ferdinand “& Co., L. W....... an J 
Se. ee 131 | Comstock-Bolton Co. oe — | Fitzgerald Mfg. Co........... ares 
Congoleum Nairn, oS ae iE i ey a eS 242 Jackes-Evans Mfg. Sey mad 
: Foleom Arms Co. H. & D Jennings Mfg. Co., Russell 132 
Connecticut Valley Mfg. Co..... —| Foster Bolt & Nut Co........ 130 | Toh “ bs wil & Gece Wein 
B Consolidated Bletric Lamp Co.. 135 Breach Battery Co. oc0- 00. A i ——aacectath vce cian 
mtinental Paper ag Mills 
Babcock Co., The W. W...... 128 REG Soebcscwawawasecscaes -- 
Backtis, Jr., & Sons, A........ — | Continental Screen Co. ....... — G K 
Banks Steel Post Co. ........ — | Cook Company, H. C. ........ “= 
Bartlett Mfg. Co. ............ am) is. VLR eee eee 64 BA MEE Ges soccer's ts eines — 
comet oath, he XL 126 | Corbin Cabinet Lock Co...... — | Geier Co., P. A., The.......- 46-47 | Kelly Axe & Tool Co......... — 
Beh & Co., Inc......5..000-- — | Corbin Screw Corp. .......... 132 | Gendron Wheel Co..........- — | Keuffel & Esser Co........... 125 
Bemis & Call Co............. 123 | Corcoran Mfg. Co. ..........- — | General Chromium Corp....... — | Keystone Lantern Co.......... won 
Berger Co., Li D....0...5200- 126 | Cordley & Hayes ............ — | General Fireproofing Co....... — | Keystone Mfg. Co.............. 133 
ee a — | Crescent Tool Co...........-. — | General Weatherstrip Co...... 65 | Keystone Steel & Wire Co..... — 
Berry Brothers, Inc........... — | Crosley Radio Corp. .......... — | General Wheelbarrow Co...... — | Kilborn & Bishop Co.......... 140 
Berry Lawn Edger Co........ —|Crosman Arms Co. .......... — | Gilbert & Bennett Mfg. Co.... 127 | Kimball Bros. Co............. — 
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He's Satisfied With His Profits 


HERE’S always a smile of satisfac- 

tion when a merchant totals his 
sales for the year and finds his busi- 
ness on a good, sound, profit paying 
basis. 








He keeps abreast of the times and watches what other 
merchants are doing. He pays strict attention to his 
window displays and makes frequent changes to keep 
customers interested. 


He follows the weekly market prices in Hardware Age 
and buys advantageously. 


Such merchants often subscribe for extra copies of 
Hardware Age for their clerks. In short, they are suc- 
cessful because they study and adopt the ideas and 
suggestions that have built success for others. 


These merchants are usually readers of 


Hardware Age 





239 West 39th Street, New York, N. Y. 
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Oaks from 
ittle Acorns Grow’ 


Back in 1895, in an attic workshop Julius Sand invented, 
from his practical experience as a bricklayer, the first com- 
bination spirit plumb and level. He was always studying 
to produce a level that would make the work easier for his 


fellow workmen. 


Mr. Sand’s first level was a hand-made tool with protecting 
glasses for the spirit tubes and vials. It was absolutely 
accurate and more convenient than the levels then in use. 
Mr. Sand was then a Union bricklayer, and is still a mem- 
ber in good standing of the B. M. & P. I. U. Local No. 2 


of Detroit. 


One day a workman got hold of Mr. Sand’s level. He 
showed it to the “gang”. They tried it. The demand 
spread. Julius Sand was soon devoting all his time to 
making levels. He established a high standard of quality. 


Thirty-two years have passed, many improvements have 
followed —a nation-wide demand now exists. Today the 
largest exclusive level plant in the world bears testimony 
to the inventive genius of Julius Sand. Mr. Sand, though 
advanced in years, still acts in an advisory capacity, that 
the established standards of quality and accuracy may be 
maintained. 


Now, as in the beginning, wherever you go you hear 
mechanics say: “Sand’s Levels Tell the Truth — they live 


up to their slogan.” 


Sand’s Level and Tool Co. 


8629-37 Gratiot Ave., Detroit, Mich. 


Sand’s sole manufacturers and distributors of Stevens line levels! 


Sands Levels. Plumbs G Tools 


Sands Levels Tel) the Traut 
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reen Line 


Tools 


Quality tools . . . drop forged from a special alloy 
known as KILBORN STEEL .. . a quality never 


before used in tools of this character. 


It is the toughest steel known .. . holds a cutting 
edge longer than any other stgel .. . and stands up 
almost indefinitely under severest conditions. 


You can instantly identify “Green Line Tools” 
by their color. Lacquered a handsome dark Duco 
green, their distinctive color reflects the superior 
quality, and the extra service, in each tool. 


Dealers prefer to sell them to discriminating tool 
buyers . . . because these users know tool value... 
recognize and remember the quality and service in 
each tool . . . and remember the dealer who sold 


them the “Green Line.” 


THE KILBORN & BISHOP CO. 


New Haven Conn. 


Manufacturers of the 


“GREEN LINE TOOLS” 


Reg. U. 8. Pat. Office 











